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For Spring Profits 


Thirty-one smart New Styles in Fabric Sandals are now 
being displayed by our representatives. Attractive designs, 
including Cross-Strap, T-Strap and Ring T-Strap styles, Crepe 
soles, Fabric uppers in stripes and solid colors—some with 
13/8 wood heels covered to match uppers. Fine examples 


BALL-BAN D of artistic designing and skilled workmanship—at moderate 


: rices to assure volume selling at a good profit. Write 
Sandals " 


Tennis 


Galoshes MISHAWAKA RUBBER & WOOLEN MFG. CO. 
Rubbers 280 Water St., Mishawaka, Indiana 


us now for an early showing. See the samples—then decide. 


New England and Greater New York dealers may address Dunham Brothers Co., 
Brattleboro, Vermont 


New-Day Styles with Old-Time Quality 





Unlined oxford by 
The David Shoe Co., 
Baltimore, Maryland. 
Hubschman’s Tandrite 
Calf, No. 1034. 
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When its Springtime 
ith VITA 








— 


Move up to success. Wear Vitality Health Shoes. Their 
lasts relieve tired muscles, support your arches, 





comfort, 
price? That's kept ‘way down by the world’s lorgest 
manutocturer of shoes. 


Be Ready| vr 


Already Vitality dealers are joining 
the Easter Parade with these bright new ads 
for spring. And already Vitality Health 


Shoes are stepping lively, in anticipation 
of an Easter earlier than usual—March 27. 


Vitality’s fast In-Stock Service from St. 
Louis means the right styles, the right sizes, 
when you need them. And Vitality’s quick 
and powerful advertising aid means plenty of 
customers to buy them! 


eyo Allof which means ex- 
1 tent Weds ARMA 0 SE tra profits for dealers 
who possess Vitality. 


FOR WOMEN 
AAAAto EEE, sizes 2-11, 
to retail at $5 and $6 
FOR MEN 
AAA to G, sizes 5-14, 
to retail at $5 and $6 
FOR BOYS 
A to E, sizes 1-6, 
to retail at $4 and $5 
FOR CHILDREN 
all runs, to retail from 
$2.25 to $4.00 
































Tune in January 27 
ARTELLS DICKSON 


Soloist with Paul Ash — Paramount- 
Publix star—and now radio head- 
liner. Hear his fine barytone voice 
on this week's program of VITALITY 
PERSONALITIES—with Freddie Rich 
and his Vitality orchestra. Columbia 
Network, 10 P. M., Eastern Standard 
Time. It's a business-builder! 














INKS 
e e 
Vitality 
1509 Washington Ave. Branch of International Shoe Co. St. Louis, Missouri 
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Across THE Paces oF Tus New Year WILL 






WHITE LEVOR GRAIN GOAT 
(Genuine Glacé Kid) 


ac, 
¥> : ch 
WHITE LEVOR GRAIN KID QS" 
(Genuine Cabretta) KS. 












r LEVOR WHITE SUEDE "Ge 
(Genuine Kid) 






Resolved 


THAT, in view of Easter occurring 
early in 1932... March 27th... and 
white in all departments of apparel 
being so intensely indicated for an 
earlier start than ever, we shall keep 
everlastingly impressing merchandisers, 


for their own good, with the proven fact 





that white kid shoes offer the utmost 





security of profits 


AND, that in 1932, we shall all adhere to tested principles 
of sound business; tested opportunities for realizing safe 


profits; and tested leathers. 











Come THe Greatest Wuite Kip Season 























THIS COUNTER IS SOFT AND FLEXIBLE 






YET IT WON'T SAG _ 
OR LOSE ITS SHAPE 


OFT—but it won’t break down! Flexible— creases it remains. Light weight is another feature 
but it won’t wrinkle! That’s the big feature of of these comfortable counters. Next time you 
the Armstrong Cork Counter. It gives the wearer order, ask for them by name—Armstrong’s Cork 
easy comfort without the slightest sacrifice of Counters. For full details and the names of manu- 
stylish shape. Prove it by crushing it in your hand. facturers using them, write Arm- - 
Armstrong’s 
Let your customers feel its supple softness on their strong Cork Company, 933 Arch 
feet. Let them see how free from wrinkles and Street, Lancaster, Pennsylvania. Product 


Ask for ARMSTRONG'S 
CORK COUNTERS 


ATLANTA Boston - Crticaco <« Crycrnnatt «+ Derroir <« New YorK < #£Puinaperpnta -:_ St. Louis 
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WALL STREET 
AA to E 





08 pam Imported Calf, Round Edge Cork Box. 
07 Imported Calf, Round Edge, Cork Box. 


BANKER 
AA to EEE 





% 056 Black Ruby Kid, Kangaroo Tip. 

bs $056 Black Kid, Arch Support Insole. 
046 Brown Benz Kid. 

=K0S6 Black Kangaroo. 


WALL STREET 
AA to E 





oe on Tpoertes Calf, Arch Support Inner Sole. . 
Brown Benz Kid 
06 Black Ruby Kid. 












COMBINATION 
A to E 


Black Ruby Kid, Kangaroo Tip. 
Black Kid, Arch Support Insole. 
Brown Benz Kid. 

Black imported Calf. 

085 Tan Imported Calf. 





BROUWER 
RESEARCH 


No. 100 
AA to E 






0190 Black Imported Calf,- Orthopedic Heel. 
0195 Tan Imported Calf, Orthopedic Heel. 
0170 Black Ruby Kid, Orthopedic Heel. 
Endorsed by Research Committee, Foot Section, 
American Osteopathic Association. 


ORTHOPEDIC 
AA to E 








% 070 Black Ruby Kid, Kangaroo Tip, = 


%*$070 Black Kid Arch Support Insole. b 4 
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The old method allowing custom- 
ers to choose any shoe even though it 
is the wrong style last and construc- 
tion for his foot. He is your customer 
today another store tomorrow. 


Cimon 





> 
Pay 


The way to sell that makes a per- 
manent customer for your store is to 
use the Musebeck Double-Arch Wear- 
Straight cut shoe demonstrator. Se- 
lect the right shape last for your cus- 
tomer’s foot and show him how the 
right kind of construction will give 


him foot health and an insurance 
against future foot disability. You 
can win all his future business by do- 
ing it yourself. A good slogan for 
1932, Do It Yourself! 





This comfortable leather Arch sup- 
port Insole gives real relief to broken 


It is built right in the shoe. 
letter 


arches, 
Stock numbers prefixed with 
“SS” have this insole. 

All oxfords and shoes are priced at 
$4.50, arch support insole numbers at 

*All numbers marked with a star 
are also in stock in shoes. Drop the 
— nought when ordering high 
shoes. 


MUSEBECK 
SHOE 


Danville, Illinois. 


CUSTOM 
AAA to EB 










068 Black Imported Calf. 
067 Tan Imported Calf. 


LA SALLE 
A to B 





042 Black Imported Calf, Round Sole Edge. 
018 Black Imported Calf, Square Sole Edge. 
017 Tan Imported Calf, Square Sole Edge. 


WALL STREET 
AAAA to E 





014 Black Imported Calf. 
013 Tan Imported Calf. 
$014 Black Calf, Arch Support Insole. 


WALL STREET 
AAA to E 







098 Tan Imported Calf, Round Sole Edge, Cork Box. 
099 Black Imported Calf, Round Sole Edge, Cork Box, 


WALL STREET 
AAA to E 





037 Tan Imported Calf Cork Box. 
038 Black Imported Calf Cork Box. 


LA SALLE 
A to B 





P 091 Tan Imported Calf Cork Box. 
+ 097 Black Imported Calf Cork Box. 





Every red cent’s worth of value — that's 
what people insist on in shoes these days 
when economy means so much. 


These people demand shoes that stand up 
in the long run. A good, tough sole is one 
of the first things customers look for. They 
know that when soles wear well, shoes last 
longer. That's the value, that’s the economy 
people want today. 


Goodyear Wingfoot Soles smack the bull’s- 
eye on this point. They're TOUGH—no sole 
ever built will outwear them. They're warm, 
waterproof, and sure-footed for wet, slip- 
pery winter going. 


It will pay you to sell shoes equipped with 
these soles. Active people—salesmen, 
policemen, postmen, workers, energetic 
youngsters—need them. It’s a big market 
—and growing bigger. Get in on it. 
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TUNE IN: 
Goodyear invites you to hear 
John Philip Sousa and his Band 
... Arthur Pryor and his Band 
«+. Goodyear Quartet and 
Concert-Dance Orchestra — 
every Wednesday and Saturday 
night, over N.B.C. Red Network, 
WEAF and Associated Stations 
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Copyright 1932, by The Goodyear Tire & Rubber Co., Inc. 


















International Shoe Company 
Thanks Its Customers for 
Increase in 193] 






Oyrpers received during the year showed an increase 
of more than 2,500,000 pairs; production amounted to 
44,807,238pairs — an increase of620,716pairsover1930. 


These substantial gains brilliantly reflect the appreciation 
of our customers in the strength, character and quality of 
merchandise that does not change with fluctuating markets. 







There is no short cut to permanent success in manufactur- 
ing or retailing —lasting success rests on solid foundations 
of honest construction and truthful representation in selling. 






The need for lower priced shoes in 1931 was met promptly 
and effectively with dependable shoes — manufactured 
by the International Shoe Company under its long estab- 
lished standard of quality. 

Regardless of conditions, merchants buy International 
shoes — because they bring with them to dealer and wear- 
er a confidence that is built on years of consistent values 
and unquestioned integrity. 


INTERNATIONAL SHOE COMPANY 


MANUFACTURERS 


SAINT LOUIS 



























~{ DISTRIBUTING BRANCHES & 












ROBERTS, JOHNSON & RAND. . St. Louis QUEEN QUALITY SHOE CO............. St. Louis 
PETERS SHOE GO... 2522.0. .0ese St. Louis DOROTHY DODD SHOE CO. ............ St. Louis 
FRIEDMAN-SHELBY .............. St. Louis 8 2D 6 - . ee New York 
CONTINENTAL SHOEMAKERS . .St. Louis eR eR 6 re Boston 
PENNANT SHOE CO............ St. Louis GREAT NORTHERN SHOE CO.. .Manchester, N. H. 
VITALITY SHOE CO. ........... St. Louis INTERSTATE SHOE CO......... Manchester, N. H. 
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Next Week 
You Will Find 


in “The Recorder” 


George Washington Sells Shoes 


What participation is expected of 
the trade in celebration of George 
Washington’s 200th anniversary? “Let 
no man, woman or child; no village, 
town or city, fail to give expression of 
homage to the Father of our country.” 
We have a window, store and advertis- 
ing plan for every merchant, for Feb- 
ruary 22nd is a holiday to be planned 
for in the bi-centennial year. 

Shoe stores do not live by shoes alone, 
so in this issue we give the tune for the 
cash register through the sale of prof- 
itable accessories, timely for the season. 

What can we learn from Palm Beach 
and the other southern proving grounds 
about trends in women’s footwear for 
Summer? Next week Madame Hamil- 
ton Jeffries, fashion editor of the RE- 
CORDER, analyzes the southern shoe 
style picture to date and translates it 
into practical, helpful information for 
every women’s shoe store. Don’t miss 
this feature. 


BOOT AND SHOE 
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with which is combined The Shoe Retailer 


Division of United Business Publishers, Inc. 
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It is rumored 
that 


OLD MAN 
DEPRESSION 
is going to 
take a 
leap out of this ae 
LEAP YEAR . THE UP AND DOWN ON MORE FOOT DOLLARS FOR MERCHANTS 4 | 


Ky OUR INTERPRETATION 
Ff OF THE VICIOUS CIRCLE 
; i, 4 


Let's give him a running 
start into oblivion 


A 


We overheard a 
professional pessimist ask an And no retailer has ever complained 


acquaintance for the loan of of getting dizzy going around it! The 


ickle to call friend— 
Siceaaie where’ cll faster they go the better they like it! 


call them all up.” 


























* No. 7OO—SMOKE and TAN .............. $3.40 





From the start aa aa aa aa 


Gen. Ma seemed certain 
to be the goat in the OF HUDSON MASS. 


Chino-Jap fracas Yes. HILL BROS. co. 
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The VOICE of the TRADE 


The Automobile Show 
is analyzed for us by Norman G. 
Shidle, directing editor of Chilton 
Class Journal Company publishers 
of the leading automotive business 
papers. 

“Public interest is on the march! 
People are ready and eager to look 
at new products, to inquire about 
their details and to contemplate 
their purchase. More people are 
getting ready to buy than at any 
time in the last six months—and a 
few more are buying. 





“This is the chief fact of sig- 
nificance developed by the New 
York automobile show’ which 
closed January 16 after a week of 
displaying to far greater crowds 
than in 1931 a really striking as- 
sortment of new motor cars, char- 
acterized by easy-to-see.and easy- 
to-understand improvements in de- 
sign and by the lowest prices in 
the history of the industry. 

“Car makers exhibiting during 
Show Week took the names and 
addresses of at least fifty per cent 
more people as actual prospects than 
they did during the 1931 Show. 
Actual sales in some lines also 
were ahead of last year, although 
the total probably ran a little be- 
hind. It is not unreasonable to be- 
lieve that one reason for this queer 
combination of greatly increased 
prospects and slightly decreased 
sales is a natural indecision on the 
part of buyers between the various 
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new models, which, this year, are 
so striking and so numerous. 
“Car manufacturers in general 
left the New York Show feeling 
more confident and more encour- 
aged than when they arrived; and 
most of them return with faith in 
the ability of their industry to 
register some improvement over 


the low levels of 1931.” 


* * * 


M.. J., who is a 


slow pay merchant, sent the fol- 
lowing telegram to his wholesaler : 
“PLEASE SEND SHOES — IF 
OK WILL SEND CHECK.” 

The wholesaler telegraphed his 
reply : “PLEASE SEND CHECK 
—IF OK WILL SEND 
SHOES.” 


x * * 


Cssorm R. Vollman, 


general manager of the Miller 
Shoe Company, Cincinnati, Ohio 
has taken three letters out of 
“depression” and coined a slogan 
for the yeaar—‘“Press On.” He says: 


RYPRES SHON 





“Yes sir, we have taken out the 
three letters that have bothered us 
—namely D I E and intended to get 
well. We are starting our spring 
run with more shoes to cut than 
we have had in the last five years 
and if promises mean anything we 
will be running at capacity for 
some months to come.” 
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Feet First Olympic. 
Walking has been put on the 
Olympic program at Los Angeles, 
a real endurance test of 50,000 
metres, approximately 31 miles. 
Shades of Edward Payson Wes- 
ton and Dan O’Leary—but never 
in their prime did they ped under 
the “heel and toe” rules for such 
a distance. There hasn’t been an 
Olympic walking race since 1924 
because of the difficulty of judg- 
ing the twisting and squirming 





figures, walking as fast as an aver- 
age man can run. The Olympic 
Committee is looking for dark 
horses. A new crop of long 
walkers needs to be developed. 

Here’s a chance for shoe sports- 
men to back the dark horses in 
country towns who want to cap- 
ture Olympic laurels. It is an open 
field for lads who might never 
amount to anything in any other 
form of sport. Why not stage a 
walking contest in your town? In- 
stead of the “Walk and be healthy” 
slogan use the slogan “Walk and 
be internationally famous.”’ 


* * * 


Shee man to the end. 
The great merchant, Ralph C. 
Hudson, president of the O’Neill 
& Company Department Store of 
Baltimore, died in that city on 
January 12th. 
He will be remembered by the 
trade for his many addresses be- 











fore trade bodies. He always said 
the sweetest part of his life was 
spent in shoes, in Cammeyert’s, 
New York. He rose to high place, 
having been president of the Na- 
tional Retail Goods Association, 
executive vice-president of the 
Jordon Marsh Company in Boston 
and president and general manager 
of O’Neill & Company. 

Eighteen years of shoe-service 
out of a life of 56 years, made him 
an honored member and friend of 
the shoe fraternity. 

* * * 


A\ Ruby, 


the sage of Chicago says: “It’s 
time to get out of the other fel- 
low’s business and get back into 


FHS 1S GETTING 
A BIT: TIRESOME 






FOO OAHAURR 


your own. When this thing is all 
over, there will still be fine shoes, 
good shoes and bad shoes—so stick 
to your line and stop straddling.” 


* * * 


we F. Hughes 
giving “The Merchant’s Point of 
View” in the New York Times, 
says: 

“Value has been defined as the 
combination of quality and price. 
It can be applied equally well to 
the cheaper articles as to the high- 
est priced articles, but it has been 
very often confused as meaning 
only a so-called high-grade article 
selling for a low price. A low- 
priced product may represent an 
excellent value when the materials 
and design have been carefully se- 
lected for their purpose and the 
proper workmanship added to com- 
plete a worthy article.” 

*x* * * 


Sandals are particularly 
adapted to the business of a Sum- 
mer resort town, it is believed by 
J. G. Dorr of Dorr’s Walkover 
Shoe Store, Bay City, Mich., and 
in anticipation of a nice Spring 
and Summer business, Dorr has 
installed new modernistic fixtures 
in his store there. 








WHO’S NEWS IN SHOES? 





Irving S. 
Florsheim 


President, 
The Florsheim Shoe 
Company, 
Chicago, Ill. 





“The Florsheim Shoe Company is about 
to enter its fortieth year in the manufacture 
of fine shoes. The management feels that 
the future interest of this business will be 
best served by adhering to the long-estab- 
lished policy of maintaining the quality of 
our product, irrespective of conditions. The 
quality of the Florsheim shoe will be main- 
tained and offered to the consuming public 
at the lowest possible price consistent with 
good business practice. 

“The outlook is too uncertain to predict 
results for the coming year, but the company 
is in a favorable condition to react quickly 
to any improvement in general conditions. 

“Florsheim shoes will be scld at retail for 
spring, with most styles at eight dollars, 
some styles at eight-fifty, and a very few at 
nine dollars. This is in keeping with our 
policy to bring Florsheim prices down to to- 
day’s level without in any way changing the 
quality. Our policy of endeavoring to im- 
prove the quality will be observed in a more 
determined manner than ever, offering a 
combination of price, style and quality that 
will make the Florsheim shoe appeal to a 
greater number of men than ever before.” 





W. H. Wemyss, 
of Friendly Five fame, told the 
following story at the N.S.R.A. 
convention. Some remarks on 
statistics and statisticians which 
had been the subject of conversa- 
tion with a group of shoe men led 
up to it: 





= 


“When I was a young man, 
working in a smaller city, we had 
in our employ a bookkeeper who 
was very good at his job but who 
regularly every three months would 
indulge in an alcoholic spree. In- 
stead of going out and shooting up 
the town as so many in his con- 
dition might do, he would take a 
bunch of foolscap, would lock him- 
self up in his room and start in on 
a statistical spree. His pet subject 
was to prove by statistics that rats 
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would propagate so rapidly during 
the following fifteen years that at 
the end of that time they would 
eat up all foodstuffs in existence 
and begin work on men, women 
and children. 

“He would actually prove this 
by statistics. Then he would go 
out into the public square and with 
tears rolling down his cheeks 
would show these statistics to 
whomever he might meet and be- 
wailing the fate that awaited our 
National supply of food stuffs and 
our entire population.” 

* * * 


The class in arithmetic 
will now consider a bit of a prob- 
lem of weight and footage. Tan- 
ners buy calfskins by the pound 
and sell leather made of them by 
the foot. To make the new unlined 
oxfords plumper leather is re- 
quired than is the case when ox- 
fords are lined. Tanners have to 
buy more pounds of skins to make 










1OO LBS. PLUMP= 
= BOARD FEET 
) + 26+ WHERE 





100 feet of plump leather than 
they do to make 100 feet of light 
leather. So they naturally expect 
a little more money for plump 
leather than for light leather. Shoe 
manufacturers may pay the addi- 
tional price for the plump leather 
for they will save themselves the 
cost of lining the shoes, including 
the cost of lining stock, and the 
expense of cutting and fitting it. 

However, the main problem of 
the merchant is not the price of 
the leather but rather the service 
and the comfort that the customer 
may have from the new unlined 
oxfords. People generally are will- 
ing to pay generously for com- 
fort, service and style for their 


feet. 
x *k * 


p offerings 
of shoes on the bargain counters 
are not as great as was the case a 
year ago. Nor are the price cuts 
as savage. It is not easy to get a 
line on the styles that are going 
into the discard. Merchants appear 
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to be making tempting offerings of 


a variety of shoes that they would 
like to turn into cash. But no 
one, nor several groups of particu- 
lar styles appear to be on the sacri- 
fice block. There is some specula- 
tion as to what is going to happen 
to arctics and rubber goods, tor 
there has been little snow in 
northern territory, at least not to 
the close of the year, and so the 
first month of winter season was 
rather lean for this class of foot- 


wear. 
* * * 


No end to cheapness! 
Posted conspicuously in a well- 
known office in Boston, dealing in 
materials for shoes, is this quota- 
tion: “There is hardly anything in 
the world but that some man can- 
not make a little worse and a lit- 
tle cheaper.” John Ruskin wrote 
it years ago, and, at the moment 
any of the sales staff of the firm 
are ready to expound it as it ap- 
plies to the shoemaking industry. 


* * * 








P aul Talbot 


of the United Business Service, 
Boston, says: “1932 Depends on 
You’ is a little catch phrase I ran 
across the other day, and I’m 
afraid it’s mighty true. 

“During the past year of gener- 
ally declining volume and prices, 
there have been many times when 
even the most capable executive or 
the most skillful salesman has run 
up against a stone wall. 

“But the outlook for 1932 is bet- 
ter, there will be a little more bus- 
iness in most lines, in place of con- 
stant decline. There won’t be any 
over-supply, however, and there 
will still be many firms and many 
salesmen complaining that there is 
no business to be had. 

“Business needs a personal in- 
vitation these days, but it’s sur- 
prising how much buying interest 
‘there is when a particularly good 
proposition or product of excep- 
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tional value is offered. Initiative 
and hard work are needed every 
step of the way.” 

o =f 


N ew York State 


has 323 manufacturers of boots 
and shoes, other than rubber, ac- 
cording to figures released by the 
Census Bureau in the biennial cen- 
sus of manufacturers. 


SHE'S A SMOKIN’ 
// 





These 323 manufacturers em- 
ployed 3,725 salaried officers and 
employees, with aggregate earnings 
of $9,465,015, and 36,980 wage 
earners with aggregate wages of 
$49,266,111. 

The value of the products of 
these manufacturers was $189,- 
775,703, and the cost of their ma- 
terials, containers, fuel and pur- 
chased electricity, $93,731,929. 

x * x 


ln service of supplies— 
Charles E. Farnsworth and Ellis 
W. Tower, well-known throughout 
the shoe industry, have associated 
themselves together in Farnsworth, 
Inc., to specialize in cut narrow 
fabrics for shoe manufacturing 
and other purposes. The head- 
quarters are Lowell, Mass. 
"Mr. Farnsworth is of the third 
generation of one of the oldest and 


most honored families identified 
with the shoe supplies business, be- 
ing the son of James D. Farns- 
worth for many years associated 
with Charles C. Hoyt in Farns- 
worth Hoyt Co., later merged with 
the National Fabric and Finishing 
Company. J. D. Farnsworth is the 
son of E. M. Farnsworth, who 
started in business as an importer 
and dealer in shoe manufacturers’ 
goods in Boston, away back in 
1856, and who was one of the 
leading business men of his era. 

Charles E. Farnsworth entered 
business with Farnsworth Hoyt 
Co., his father’s firm, and achieved 
success there. Mr. Tower entered 
the employ of Farnsworth Hoyt 
Company as an office boy in 1894, 
and later became buyer and a na- 
tional authority on the findings 
department. 

tes 


Ca & Young Co. 


of Boston are demonstrating in 
their retail store windows all 
leather shoes for men. The exhibit 
is made up of upper leather as it 
comes from the tanners and of 
vamps, quarters, tongues and trims 
as they are cut in the factory ; also, 
cut soles, counters and boxes, all 
of leather, and shanks, linings, 
welting, threads, etc. The exhibit 
is interesting to men who like to 
know whats in the shoe. A re- 
turn of public curiosity as to “how 
things are made” makes a renewed 
window appeal on something other 
than price. 








Take a good smell, dearie, I’m sure it’s papa. 
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EET FIRST 


Enlist Every Fitter 








in Every Store for 
the Great National 
Foot Health Week 


A Spring tonic of a new pair of 
shoes is needed by every man, woman and child in 
America. Mental depression can be cured by foot 
expression. Confidence can be restored to more people 
through a new pair of shoes in Springtime. Not only 
must the pair be new but they must be fitted and 
serviced right. 


Medical men have found out that the low spot of 
the year is at the turn of the seasons in April when 
heavier clothing is discarded. The body must read- 
just itself to the change of the season. The real base 
for that readjustment is through the feet and foot- 
wear. Foot health is developed through foot exer- 
cise, foot attention and shoe change. 

For four years Foot Health Week has been a suc- 
cessful feature of Spring service. It is open to every 
store, everywhere. It is also a great cooperative ef- 
fort for all interested in health as applied to feet. 
Several months of preparation are needed. 

This is the first announcement of the campaign. 
What your store can do to cooperate will be told in 
February and March. Announcement is now made 
so that merchandise preparation can be planned. Later 
we will ask you to organize your store as a health 
unit for this big week of intensive service—April 
18th to 23rd. 
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FOR HEALTH IN SPRING 


President Joseph Lelyveld of the National Associa- 
tion of Chiropodists has this to say of the campaign: 

The resources of physical health and energy are in 
many respects similar to financial resources. People 
of America keep their health balance in their socks. 
Good Feet or Bad are the indicators of health good 
or bad. The shoe retailer is the banker of Foot 
Health, for when people invest in footwear it is by 
how those shoes fit and comfort the feet that the fu- 
ture health of the individual is measured. 

Now is the time to enlist a nation-wide Foot Health 
Week. Putting through this project is no small job; 
it means long months of planning preparing educa- 
tional literature which will not alone help chiropo- 
dists, podiatrists, and foot orthopedists to promote foot 
health but will assist in a large degree the shoe retail- 
ers who hold their stores out as health units in their 
communities. 

If the plan of Foot Health Week is properly car- 
ried out in your store it will result in a substantial 
increase in business. In the year which has just closed 
it was the shoe merchants who were giving their cus- 
tomers honest foot health service that increased their 
pairage and sales. 

No transaction is sound which does not benefit both 






We stand 100,000 
strong ready for 
the campaign - - - 
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“ Check your April store calendar. 

“ Foot Health Week April 18th-23rd. 
“ Pick your Foot Health lines NOW. 
Plan your size coverage carefully. 

“ Train your sales-people weekly. 

“ Plan your week’s program early. 

“ Enlist for Foot Health Week by writing— 
“Foot Health Editor, Boot and Shoe 
Recorder” for enrollment in this com- 
ing national sales building campaign. 


parties to it. The soundness of Nation-Wide Foot 
Health Week was proved last year, the year before, 
and the year before that, and now again in 1932 we 
will witness a Foot Health Week on a larger scale 
than ever before. Outstanding health writers have 


“sold the public” the idea that it is really a lot more 
fun to pay for being kept healthy than being cured 
of a painful and disabling disease. 

It is the object of the shoe to cover and protect the 
foot and the shoe retailer is expected to fit feet in a 
manner to afford the necessary protection, thus pre- 
venting deformed and painful conditions. 














Study the shoes you see on any busy street and you will get a liberal education in the need of better shoe fitting in the retail store 





Right Fitting Brings ‘Em Back 


It’s the First Essential in Selling Corrective Shoes 


By SIDNEY E. NEWMAN 


Lvs an old and true saying shoes is never sold until the customer comes back for 


“There are plenty of good shoe salesmen but precious 
few shoe fitters.” Yet fitting is the biggest possible 
asset for any retail shoe business where corrective 
footwear is sold. 

In considering the problems of corrective shoe mer- 
chandising, one cannot help glancing back a few years 
and noticing the ever-changing style picture. Per- 
sonally, I don’t know who is to blame, whether the 
public demands style or whether the manufacturer is 
ever trying to enlarge his business by creating new 
styles. One thing, however, has not escaped my ob- 
servation, namely, how some of the corrective retail 
shoe houses have steadily grown into large institu- 
tions, especailly those that have been in existence for 
more than half a century, while some of the later and 
more modern have ceased to exist. There is only one 
explanation—the latter have overlooked the fact that 
the important part of building a corrective business 
lies not in catering to extreme style, but in fitting the 
feet and fittting them right. 

No doubt you have heard the saying, “A pair of 
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the second pair.” When the customer comes back, 
nine times out of ten she will ask for the man who 
fitted her ably in the first place. Such a man is a 
real asset. 

A man who fits and sells shoes conscientiously will 
bring customers back, provided he does not over-sell. 
He must impress on his customer that this first pair 
will not put wings on the feet, neither will they cor- 
rect the feet that have been abused for years. 

Personally I look upon any person who knows his 
job and who is engaged in the act of fitting and sell- 
ing corrective footwear as a real help to humanity, 
just as the M. D. and the dentist are necessary fac- 
tors in any civilized community. Such a fitter should 
know the human foot from A to Z. He should be 
able to detect the weak points, he should be able to 
judge correctly what height of heel the customer 
should wear, and, while women often will ask for a 
pump or one strap slipper, even when her feet are in a 
terrible condition, he should have the courage to sug- 
gest a sensible oxford or tie, or if need be even high 
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shoes. In our organization we have learned that the 
customer respects the judgment of the fitter who 
displays tact and common sense regarding her prob- 
lems. 

A man selling shoes with corrective features must 
have the courage to be firm in his fitting judgment. 
It takes real courage these days to refuse to sell a per- 
son something that the shoe fitter knows in his heart 
is not to the best interest of that person. Real money 
makes a pleasant sound at any time, but just now it 
“listens” especially sweet. 

Customers are in the habit of demanding their way, 
regardless of whether it is right or not. Just the 
same a man must sit tight on his fitting judgment and 
know what he is talking about. A hard customer 
sold right is sure to mean at least ten good new pros- 
pects for the store. A “bad actor” lost is very apt to 
turn out to be a good advertisement for the store, for 
people of that type are talkers. When she tells that 
the so-and-so store would not sell her shoes, she is 
doing the store a real service because her listeners 
know her. In this way, a store makes customers by 
losing them. 

Exchanges in a store specializing in orthopedic or 
corrective footwear are many times greater than in 
a shop selling only the regular or style merchandise, 
two logical reasons for this condition being as fol- 
lows: 

1. Persons requiring shoes of this character have 
feet that are quite sensitive or feet that are apt to 
change size. Then other members of the family 
think the fitted shoes “look too large.” It is here that 
the special trained shoe man proves his worth. When 
he has sold an 8AA to a person who has always be- 
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In fitting shoes, particularly those of the corrective type, consideration must be given, not only to the type of customer and the condition of 
the feet, but also to the kind of service to which the shoes will be subjected. 














BOOTS — BOOTS — BOOTS 


“Boots—Boots—Boots—Boots, movin’ up 
and down again” sang Rudyard Kipling. 

It was the maddening monotone of the Brit- 
ish soldier out in dusty India, where long 
marches in tropic heat jangle the strongest 
nerves. 

Had Kipling wanted something more thrilling 
to write about he might have found it in any 
large city. There he would hear an unfinished 
symphony of boots, an almost perpetual sym- 
phony pounding on the city streets. 

What a story these boots tell! To those of 
us whose livelihood is gained through the fit- 
ting of “boots” what tragedies we see! 





lieved “I wear size 7B” and that person comes back 
demanding a size 7B, hard as it is to give the money 
back, it is much better in the long run to make a re- 
fund than to sell a misfit. 

2. Repeat business pays better dividends than try- 
ing to get volume in our particular field. These cus- 
tomers are more loyal and are not given very much to 
experimenting in the lower prices. Customer con- 
fidence is so strong in most cases that it is quite com- 
mon not to have the price mentioned until the close 
of the sale. 

Complete customer confidence is reached only when 
@ man or woman’s first remark after the greeting is 
[TURN TO PAGE 66, PLEASE] 












Making the Ad Dollar Do 








TIME WAS WHEN WE USED To KNOCK ’EM OVER WITH 
PRIMITIVE WEAPONS 
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© get the most out of your 
advertising in 1932, the first thing of all is to avoid 
promoting too many low prices,” declared Michael 
Murphy, advertising manager for Krupp & Tuffly, 
Houston, Tex.,-in opening the advertising forum at 
the N. S. R. A. Convention in Chicago. “The trend 
in newspaper advertising, particularly, has been large- 
ly toward these shifting retail prices, showing that 
retailers are riding on the crest of the waves and do- 
ing selling which is the easiest kind of selling rather 
than attempting to meet a very definite need at each 
price level. 

“The second thing is that more enthusiasm and in- 
formation has to be incorporated in retail advertising. 
As we get a little further along in the discussion, we 
will tear apart some of these types of advertising that 
either lack this quality or have this quality of enthusi- 
asm. 

“Third, analyze your weak departments or the weak 
features of your store, either in its service or its 
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A Forum on Footwear Promotion as 


merchandise. Make some very definite plan to pro- 
mote those departments that are slipping. Fourth, 
make your windows and your interior display sell 
harder than they have ever done before, simply be- 
cause these cost so little and do so much. 

“Fifth, dramatize your promotions. Get more ex- 
cited about them. Take a lesson from your local 
theatrical man. He is resorting to all sorts of pub- 
licity stunts. I don’t mean you should have to go to 
extremes, but take a lesson from them in the respect 
that they do get that pep and personality into their 
organization. Sixth, which probably is more impor- 
tant than all the rest of them, study and analyze your 
score in the market you are attempting to serve. 

“It is easy enough to sit down and put down on 
paper the mental notes of what your store is and what 
it hopes to do, the merchandise you are offering, the 
price at which you offer it and how you are promoting 
it. But this does not mean much unless it is meas- 
ured in terms of what people in your market area 
want. 

“If any of you are interested in going to greater 
length in this market study, you can do it from any 
number of sources. Your local newspapers are, in 
many cases, providing intelligent survey market ser- 
vice, also the Department of Census has this informa- 
tion. You can get bulletins showing the population 
breakdown in your city, in your county, in your trade 
area, telling you exactly how many people of different 
nationalities, classes and ages you have to cater to. 

“With these few prefatory remarks, I believe it 
would be well if we made a sort of informal discus- 
sion out of the thing. From the experience of all of 
us here, we should be able to arrive at some definite 
conclusions. 

“Under newspaper analysis, the first question which 
suggests itself is: By what means can the advertising 
value of the newspaper be measured? I would like tc 
hear some discussion on that point.” 

Mr. Breetwor: “Can you enlighten us as to what 
we should pay per thousand circulation per square 
inch?” 

CHAIRMAN Murpny: 
dergoing some changes. 
one can tell.” 

Mr. BREETWOR: 


“Newspaper rates are un- 
Where rates will land no 


“They set the price and tell you 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 23, 1932 





A RB 





ite 
ch 
ng 


lat 
ire 


no 


ou 








Double Duty 


Featured at the N. S. R.A. 


about the circulation and keep on revising it up grad- 
ually.” 

CHAIRMAN Murpuy: “Circulation is both a mat- 
ter of quality and quantity. It starts with the analysis 
of your store and the market which it attempts to 
serve. I have before me a recent survey which was 
conducted by an independent organization for one of 
the evening newspapers in Houston, Tex. It lists 
seven classes of income areas of the city; in other 
words, higher type people with incomes of $2,400 a 
year and over. That was also checked against motor 
car registrations. This newspaper gives a very in- 
telligent picture of its coverage in the various parts 
of the city, together with the breakdown and the num- 
ber of families, the number of families owning radios, 
the number of families having charge accounts, the 
number of families having savings accounts, together 
with an analysis of reading habits. For instance, 
90.16 per cent received a daily newspaper. Fifty-one 
per cent preferred the leading evening newspaper. 
Forty-three per cent preferred the morning news- 
paper. Forty-one per cent preferred the second even- 
ing newspaper. 

“That is a measure of quantity. The quality of it 
is determined by the news editorial features, and the 
general popularity as an advertising medium, not nec- 
essarily from the standpoint of appealing to the mer- 
chants but rather from the standpoint of being de- 
pended upon by the consumer for information. Your 
index there is the department store lineage, where you 
find the bulk of the department store advertising and 
the greater preference for advertising news. 


“h Houston, Texas, 
33 per cent preferred the leading afternoon paper. 
Twenty-two per cent preferred the morning news- 
paper. Eighteen per cent preferred the afternoon 
newspaper. With a study of that kind it is not very 
difficult.” 

Mr. Breetwor: “What was that percentage based 
upon ?” 

CHAIRMAN MurpHy: “On actual interviews with 
housewives. They made a survey of approximately 
5 per cent of the families in the city and the trade area 
and asked them questions directly, to which they gave 
a very definite answer.” 
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IX important objectives 

in retail shoe advertis- 
ing in 1932 were defined at 
the Advertising Forum, led 
by Michael Murphy, adver- 
tising manager for Krupp & 
Tuffly, Houston, Texas, at 
the N. S. R. A. convention. 
Mr. Murphy’s Six Points, 





MICHAEL MURPHY Which every retail shoe ad- 


of Krupp & Tuffly  vertising man may well keep 
in the forefront of his plan- 
ning for the year, are as follows: 1. Avoid too 
much emphasis on lowprices, which is merely fol- 
lowing the line of least resistance in doing an 
advertising job. 2. Incorporate more informa- 
tion and enthusiasm into your advertising. 
3. Make definite plans to promote those de- 
partments of your store that are slipping. 
4. Make your windows and your interior dis- 
plays sell harder than they have ever done be- 
fore. 5. Take a lesson from the theatres and 
movie houses and dramatize your promotions. 
6. Study and analyze your score in the market 
you are attempting to serve to note progress. 








Mr. Breetwor: “We have this type of problem 
in our community. We have two newspapers, one an 
evening paper and one a morning paper. The rate is 
approximately the same. The evening paper has a 
larger city distribution but a smaller out-of-town dis- 
tribution. The coverage of the evening paper over- 
laps approximately 50 per cent of the morning paper. 
Would you think that it would be to the advantage of 
the advertiser, due to the fact that half of the same 
people are covered by the evening paper, to spend 
twice the appropriation in the evening paper and none 
in the morning paper?” 

CHAIRMAN Murpuy: “What is your rate?” 

Mr. Breetwor: “Sixty cents column inch.” 

CHAIRMAN Murpuy: “In that case I would say 
you could afford to spend the bulk of your advertising 
appropriation in the major paper.” 

Mr. Breetwor: “Would you say what proportion, 
sixty-forty, seventy-five, twenty-five ?” 

CHAIRMAN Murpuy: “About two-thirds to one- 
third.” 

Mr. Breetwor: “Why wouldn't there be a greater 
advantage in having your ad appear more often in 
one paper and not in another, due to the duplication 
of coverage?” 

CHAIRMAN Murpuy: “That duplication of cover- 
age is not an undesirable feature. It occurs in all 
media.” 

[TURN TO PAGE 44, PLEASE] 








What Shoes for Those 


A Vital Question for Merchants in Buying 


The men’s shoe 
trade is faced with its 
biggest summer pro- 
motional opportunity 
in 1932. Sales of 
light materials for 
men’s clothing have 
already assumed rec- 
ord-breaking propor- 
tions and the clothing 
trade is planning an 
elaborate exploitation 
of the style and com- 
fort of lighter men’s 
suits in college and na- 
tional magazines. This 
trend is not confined 
to “big city” trade by 
any means, but ex- 
tends to all parts of 
the country. 

The manufacturers 
and retailers of men’s 
shoes have already started to cash in on this excep- 
tional opportunity. They fully intend to create in- 
terest in new shoes to complement these togs. Last 
year’s phenomenal interest in sport shoes only served 
to whet the appetite for some real business in 1932. 
What can the shoe merchant do constructively to fur- 
ther develop this profitable field? 

The cynic who has observed the “chiseling” of 
prices as the foremost consideration in selling shoes to 
men may answer, “Nothing,” but he will be wrong— 
wrong as far as the alert merchants who represent the 
progressive and successful element in the men’s shoe 
business are concerned. 

Interviews with some of the outstanding men’s 
fashion authorities reveal that they are aware of the 
increased interest in types of men’s lighter clothing 
for next summer and that they have that fact definite- 
ly in mind in planning their stocks and how to mer- 
chandise them. 

Clothiers are going to sell more white linen cloth- 
ing this coming year all over this country than in the 
past five years put together; and of those linen suits 
about 60 per cent of it will be double breasted and 40 
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Summerweights in appealing whiteness contrasted with the 

warm browns and black step into the men’s style picture. 

French bindings of the same material as the tip and quarter 
offer a proven novelty touch. 
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per cent of it will be 
single breasted. Cloth- 
ing of this type has 
been coming, and it is 
a sensible suit. It was 
a hot season last year, 
which made sales of 
white linen suits 
larger, and they prom- 
ise to be very, very 
large this year. Linen 
clothing will be worn 
to business by men in 
New York, Chicago, 
Minneapolis and Se- 
attle, just as general- 
ly as it is regularly 
worn during the warm 
weather in Jackson- 
ville, New Orleans, 
Dallas and Los An- 
geles. 

This brings us to 
the question of what men will buy for wear with such 
suits. We say “buy” because while the leaders will 
“sell” suitable shoes for the purpose there are others 
who will just let men “buy” as usual. 

Hence to consider types for the new season. With 
much stress being placed on sandals for women, a 
few men’s firms added a sandal: to their men’s lines. 
Just what will happen to sandals for men is yet a prob- 
lem. Even the fast style pickers are inclined to be 
wary of this “pansy” style. 

Some manufacturers have shown a few novel shoes 
in which fabrics have been combined with leather, 
with the leather in the tips, foxings and other points 
of wear. These shoes have taken very well in many 
sections. Some buyers located in the most northern 
States, as, for example, New England and Minne- 
sota, predict that a large number will lose their shirts 
if they stock the open mesh shoes too heavily. The 
right kind of fabric is very important. 

In seeking constant change it may be that the in- 
dustry is overlooking a good bet in the true summer- - 
weight shoe for men. Beginning five years ago in- 
terest developed to the point where manufacturers 
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White Linen Suits? 


ng : Men’s Footwear for Summer 


today are making lighter shoes for year-round wear as a result of their 


be introduction. 

th- There is a growing tendency to place more emphasis on brown in light- 

_ er weights to contrast with winter footwear. They will harmonize with 

ihe the conventional colors in linen and Palm Beach suits—gray, tan and blue 

sed —and will be less conspicuous than the black and white and brown and 

mee white shoes which jumped out of the sports classification and into the 

of busines shoe picture. General wear of the latter has reached a point 

4 where it is too late for merchants to combat it, but emphasis on a sum- » 


merweight might result in the sale of an extra pair. 
eid Cool shoes for summer will get more attention than ever. Perfora- 














- tions will achieve ventilation in some types, while the use of kid leather, 

vi light, cool and pliable, will be resorted to by some manufacturers. This 

- year will see many unlined shoes in grains, elks and calf, in both the 

39» perforated and plain light leathers. . 

It is safe to predict that fully 75 per cent of the men who attend Coun- 

al- try Club dances next Summer will wear an all-white shoe. Then with 

ly the universal wearing of white flannel trousers and odd sport coats for 

- dress sport wear, the all-white shoe will get another deserved boost. 

- White buck will hold the center of the stage in the all-white shoe, but it 

sai is noted that there is an increasing call for white calf and white kid 

wil among those smart dressers who want something different. 

to 

ch 

ill Side view details of these new Summer shoes. 

rs Trim lines and the well known advantages of 

Summer weight commend this group. of Vv 
| smartly styled models which complement 

th tropical weight clothing. 
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New Importance to Shoes—in Business 


This country has been great 
and properous despite its business methods. Now it 
is working along to build up a new prosperity because 
of its business methods and business men. The great 
natural resources are still here. Great tools for devel- 
oping them are ready and the stage is set for a new 
era made sound, substantial and secure because of 
business men and their planning. The errors and 
waste of uhemployment are not the product of indus- 
trial mismanagement. External forces, selfishness and 
greed put the world in this awful mess. But people 
want things and those hungers can be satisfied by 
economical and proficient production and distribution. 

The shoe industry is first of the industries to point 
out in the year ’32 that the wants of the people are 
there and that if the machinery of credit and the medi- 
um of money can be lubricated, that a new prosperity 
is in the making. The shoe dollar is an active dollar, 
whereas the iron and steel dollar is sluggish. We have 
got to learn how to speed up the dollar so that it moves 
from hand to hand with a little more speed and cer- 
tainty. The shoe dollar is “the most from the money” 
and the best public investment for the coming year. 
Every shoe store is a depository for active dollars. 
The rapidity of turn-over of dollars is encouraging in 
shoes. If other industries could show the same speed 
and certainty, the year ahead would be full of promise. 

The second great merchandising push of the year is 
the National Automobile Show in New York City. 
The record of attendance and the list of prospects in- 
dicates that the American people have desires for new 
automobiles and would be in the market in a big way 
if the credit facilities of this country were in shape 
for normal business. The automobile show demon- 
strated a hungry market awaiting a cash or credit 
stimulus, 

The third favorable index of the year to date is the 
acceptance of the principle of economic legislation to 
serve as a rallying point from which confidence can be 
started. Reconstruction Finance Legislation is in the 
making and we will surely see how wages in industry 
can be served by this form of economic stimulation. 
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As we have said before, out of the retail field comes 
much helpful philosophy. The reason for it is that 
ever since the day of the itinerant hand-shoemaker, the 
craft has had a capacity for thinking as well as work- 
ing. Here is a very timely opinion from C. Merwin 
Dobyns, who not only operates a store in Long Beach, 
Cal., but a radio station as well. He says: 

“In addition to a gradual improvement in the basic 
underlying economic situation, I believe that a gradual 
elimination of unnecessary hysteria will tend to im- 
prove the situation. 


« all economic readjustments 
such as we are going through, the major factor tend- 
ing to make the situation worse than it really is, is the 
very human instinct of people who are really in a 
position to spend as much as they always have, to 
crawl into their shells until they find what it is all 
about. I believe that countless thousands of people in 
this situation have now come to the conclusion that 
the world is not coming to an end, and that they will 
gradually resume normal business activities. This fact, 
coupled with the elimination of a great deal of un- 
necessary overhead on the part of right-thinking mer- 
chants, plus the discovery on the part of many that 
good hard work and clear headed, constructive plan- 
ning, are the factors necessary to result in a brighter 
1932 than many of us had looked for.” 

There is more to the theory that business men are 
back in business again. They are really working with 
heads and hands to do for themselves what must be 
done. It is the little things in business that now as- 
sume a new importance. 

It was so easy, not so long ago, to ignore trifles and 
to let things slide for business was geared up to a 
certain amount of waste and extravagance. 

Now he is back to the good old stand-by—shoes. 
What is more, he has developed a passion for details. 
He is working harder in the hopes of profitable re- 
sults. He finds that this is a year when it is best to 
stand on his own feet. He is ready for the fight. 
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FEW LINE of 


ETERS SHOES 


SPRING 7932 


SHOES THAT SELL!....and shoes 
on which you can realize a larger mark- 


up than has been possible for years. 


The new line of Peters Shoes for Spring 
includes all the most wanted types, 
colors, leathers and - constructions in 


shoes for men, women and children. 


There are many new innovations .... 
many values you have not seen before 
....truly a line on which you can con- 
centrate for bigger profits in 1932. 


WRITE or WIRE For SALESMAN 


Lr 


ST.LOUIS 
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“And Ne’er the Twain Shall Meet”’ 





But They Do 
in This Two 
Stores in One 
Arrangement in a 
New Seattle, Wash., 
Shop. 











Acperently starting with 
the old axiom that women do not like to shop in a 
men’s store, and that nothing short of a team of horses 
or a fire will induce a man to go into a women’s store, 
the owners of the new Stetson Shoe Shop in Seattle, 
Washington, fotind a way to overcome the difficulty 
and to cater to both men and women in one shop, but 
a shop which has two separate entrances and selling 
rooms. 
The photographs above show the unique store front, 


a flecked black marble with separate entrances into 
the men’s and women’s shops. The interior arrange- 
ment, with the two shops divided by a low wall, and 
connected at the rear to facilitate movement from one 
to the other also is illustrated. Both stores are of the 
salon type, with concealed stock, individual chairs and 
display cases recessed into the walls. 

The window arrangement also is unique, in that there 
is no wooden or metal framing piece where the win- 
dow turns. J. W. Shively manages the store. 
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What DO We 
Mean? 


¢ PeRuars you’ve noticed it yourself. We Americans have 
the funniest habit of saying things we do not mean. 

Take, for example, a Turkish bath. It’s absolutely unknown 
in Turkey, and that may be just too bad. 

Maybe you like Irish Stew. Well it does not exist in Ireland. 
There is no lead in your lead pencil and not a bit of wax in sealing 
wax. 

Kid gloves are made of lambskin and Java Coffee comes from 
South Africa. Brussels carpet never saw Brussels. 


And so it goes. 


Lots of times you’ll hear a Shoe Manufacturer talk boasting- 
ly of his INSSTOCK DEPARTMENT. Sure he’s got one. But 
you've got as much chance of getting the Shoes. you need out of 
it, as a bow-legged girl has of getting into the follies. 


You’ve already guessed that this space is bought and paid 
for by WALTER BOOTH. Surely he’s entitled to a word about 
himself, ; 

When WALTER BOOTH says he maintains an IN-STOCK 
DEPARTMENT, he means just exactly that. Because the en- 
tire factory output goes into IN-STOCK SHOES. 


And you get what you want when you want it! 


WALTER BOOTH SHOE CO. 


$02 NORTH BROADWAY « « MILWAUKEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4.00-$5.00 $6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZESStol4 
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ARNOLD STEADILY IN THE 
GLOVE 

GRIP 

SHOES 


Atal otis 


inch 













Standardize 
on 


Evans 
Brands 





ARNOLD GLOVE CRIP 
THE COMBINATION 
MODEL 453 


Bright Black Ruby Kid Oxford 
Medium Edge. 9/8 Rubber Heel. 


COMBINATION MEASUREMENTS 
Sizes and Widths—In Stock 


AAAAA/AAA ....... 8 to 12 
AAAA/AA .....446. 7 to 12 
AAA/A once ee eeeee 7 to 12 
AA/B .nccccccccces 6 to 12 
A/C wocccccccceees 5% to 12 
B/D ..cccccccveees & to 12 


7) eerie 6 to 11 
Model 455—Same in Brown 









IT’S AN 


EVANS LEATHER 
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| SERVICE OF 


M. N. ARNOLD SHOE CO. 


A Division of the Stetson Shoe Co. 


- elie oan 


















The famous ARNOLD “Glove Grip” shoes for men and women have established a national 
reputation with trade and public which they carefully guard and uphold. 


To this end they naturally stress strictly the quality of the leathers used in 


ARNOLD GLOVE GRIPS 


Black kid styles form a large volume of their sales. Logically, they use corresponding care in 
selecting black kid leather on which they can depend for uniform quality, beauty and service. 


Their long continued use of RUBY KID is a significant instance of its consistent fulfillment of 
i their exacting requirements. 
“Ruby Kid is a definite Sales Influence” 


JOHN R. EVANS & CO., Camden, New Jersey 


Cincinnati St. Louis Milwaukee Rochester Boston Philadelphia 


we 


ARNOLD GLOVE GRIP 


THE ELLEN MODEL 704 
Dr. Brown Last 
Bright Black Ruby Kid Tie. 12/8 
leather heel with rubber top. 
COMBINATION MEASUREMENTS 
Sizes and Widths—In Stock 


mm N WV iv fv Ee iv 


AAAAAA/AAAA ....... 7 to 10 
AAAAA/AAA .......... 5 to 10 
GRRAIAR: (6 cctcoccwees 4% to 10 
PE) veeecsesuteees 4 to 10 
POS errr rr ree 3% to 10 
MP KKERRES che CeCe HS 3% to 9 
WMI Sacer cece tntenecees 4to 9 


Model 703—Same in Brown 
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Selling Rubbers in a Rush 


Special Training for Sales Force and 
Proper Arrangement of Stock Makes 
the Job Easy 


lieapioe you are sitting in 
at an early store meeting of the Thirty-fourth Street 
Wise shoe store in New York. Manager David Gor- 
man is leading the meeting, which this morning, was 
called to discuss the rubber and overshoe situation. 
Being a thoroughgoing working manager, Gorman 
was in reality staging a dress rehearsal of precisely 
what to do and how to do it, when the first good snow 
storm hits the town. 

Experience has shown the practicability of conduct- 
ing this “lifeboat” drill, so that each man would know 
his precise duties. It is the policy here to reserve 
the front two sections for the overshoe customers dur- 
ing the heavy selling stormy periods. This, it was 
explained, allows the store to assign several men to 
cover this one spot. Fast men only get this coveted 
billet. Men that have proved ability in the art of fit- 
ting galoshes and knowing all the peculiarities of this 
exacting trade. 

One other good reason for the grouping of the 
trade in the up-front sections is that it allows the shoe 
customers to be fairly sure of having a dry floor on 
which to try on their purchases. It is one of the pecu- 
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liarities of the shoe trade that when the galosh trade 
is at its height, there is a rush on in evening slippers. 
Nothing ruins delicate evening slippers in the eyes of a 
prospective buyer than to have the sole soiled. There- 
fore the seating of the trade is of vital importance. 
The floor man always asks, “shoes or rubbers, 
Madam?” Segregation of the trade also means that the 
men in the regular shoe sections have clean hands, as 
the handling of sloppy wet shoes and fitting them to 
rubbers is not conducive to immaculate hands. 

One point brought out at this meeting is that it is 
very easy to spoil the sale and to definitely lose a regu- 
lar customer for the store through poor or clumsy han- 
dling of a galosh sale. A woman never objects if a 
salesmen squats down with his back to her, in fact it 
is most necessary that he assume this position in order 
to pull on either galoshes or plain rubbers. Trying to 
push head on a galosh on a dry suede shoe is difficult 
enough, but is almost impossible to do this to any wet 
shoe—and most of the shoes that come in a store dur- 
ing a real snowy period are very wet. Salesmen who 
try to fit rubbers when seated in front of a customer 
in the same position as they assume when fitting shoes 
are bound to get into difficulties. This 
position is proper when selling shoes, 
but it is apt to be embarrassing to the 
customer. Then the chances of tearing 
the rubber is more than likely under 
these conditions. 

There is a real trick in snapping on 
both overshoes and rubbers. Over- 
shoes must be pulled over the toe of 
the shoe at almost right, angles to the 

[TURN TO PAGE 32, PLEASE] 


Mr. Gorman demonstrates the 
proper manner of fitting rubbers. 
Pull the rubber or galosh over the 
toe of the shoe at almost a right 
angle. Then a quick twist of the 
wrist straightens the rubber and 
permits it to be drawn over the 
shoe smoothly, quickly and easily. 
In some cases it is allowable for 
the salesman to rest the customer’s 
ankle on his knee. 
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ing There is no second money in the 


. HALL of FAME! 








ENNA JETTICK SHOES, INC. 


AUBURN, NEW YORK 





ENNA JETTICK MELODIES every Sunday Evening, WJZ and Associated Stations 
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23, 1938 


| during the spring season. 
| means that from fifteen to twenty- 
| five million women will see the new 


NATURAL BRIDGE 
1932 ADVERTISING 


Reaches Every Corner 
of the Country 


Thousands of Natural Bridge dealers have prospered 
because millions of customers have been made through 


national advertising. 


holding old ones. 


In 1932 our advertising program 
_ will carry on the work of winning new customers and 
The media have been selected with 


the purpose of capitalizing a nation-wide recognition of 
Natural Bridge superiority—and a closer tie-up for the 


merchant. 


NATIONAL 
ADVERTISING 


Because of coast to coast coverage, 
and the character of their circula- 
tions, 


LADIES HOME JOURNAL 
and 


PHOTOPLAY 


have been selected to carry over 12 
million individual advertisements 


This 


standards of smartness and quality 
which Natural Bridge has set in the 
five to six dollar field. 


. DEALER 
ADVERTISING 


The local tie-up of the dealer to 
Natural Bridge national advertising 
has been fully provided for. There 
is—powerful newspaper campaign 
material—free electrical transcrip- 
tions for local radio broadcasts—a 
strong series of direct mail letters 
—effective window display material 
—and a new kind of consumer con- 
test which bids fair to be as suc- 
cessful as the Dorothy Mackaill 
Contest of 1931. 


On the opposite page the various media are visualized—na- 


edly. 


dealer. Are you one? 


}4 tional magazines—newspapers—direct mail—and radio. These 

i with the variety of dealer tie-up materials will put the Natural 
| Bridge story before millions of people—not once but repeat- 
But one result is possible—sales for the Natural Bridge 


- 


NATURAL BRIDGE SHOEMAKERS 


DIVISION OF CRADDOCK-TERRY CO. 


LYNCHBURG 
* 


VIRGINIA 


New England Distributors—MclIntosh Co., Springfield, Mass. 


Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 


San Francisco, Cal. 


Portland, Ore. 


New York Office—Marbridge Building 
Chicago Office—Republic Building 
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“FIT FIRST— 
AND ADVERTISING” 


Says Arthur J. Borduas of Biddeford, Maine, 
in an interview with “Chick” Evans, Managing 
Director of Natural Bridge Shoemakers. 


(No. 4 of a Series) 


Mr. Evans: ‘‘Mr. Borduas, what is the feature 
about Natural Bridge Shoes which pleases you 
most ?”’ 


Mr. Borduas: ‘‘The way they fit. You know our 
slogan is—‘We Fit Fussy Feet.’ With a full 
range of sizes and widths such as you stock 
for us to draw from, we can fit every foot 
that is anywhere near normal.’’ 


Mr. Evans: Do you think that fit alone has built 
your Natural Bridge business to where it is 
today ?”’ 


Mr. Borduas: ‘‘Not alone fit, Mr. Evans, but 
comfort, style and wear, also contribute their 
share to the popularity of these shoes.’’ 


Mr. Evans: ‘‘Does our National Advertising help 
you?”’ 


Mr. Borduas: ‘‘Yes, we get a lot of business 
from vacationists who are regular wearers of 
Natural Bridge Shoes at home and who come 
to us for their Summer needs. Then we 
also fit a lot of new customers with Natural 
Bridge Shoes who will become patrons of 
their local dealers when they get home.”’ 


Mr. Evans: ‘‘You are not on the main street. 
How do these people find you?’’ 


Mr. Borduas: ‘‘We supplement your National 
Advertising by consistent local newspaper ad- 
vertising which reaches everybody.’’ 

Mr. Evans: “Is our In Stock service of value 

to you?” 


Mr. Borduas: ‘‘I should say it is. I order fre- 
quently and run my stock as close as pos- 
sible. I expect to show about fifteen turn- 
overs this year. Natural Bridge Shoes and 
Natural Bridge service are one of the big 
assets in my business.’’ 
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A new galosh in check pat- 

tern for the young school 

girl, with bellows tongue and 

ankle strap fastening with a 

snap, making it easy to put 
on. 





A new high heeled galosh 
in satin finish, fashionable 
brown shade, which closes 
with four snap buttons and 
has a cuff that may be worn 
turned up or turned down. 





Low heeled galosh that com- 
bines the slide fastening 
with a snap button. The 
molded reptile design on the 
galosh gives a modern touch. 


Selling Rubbers in a Rush 


[CONTINUED FROM PAGE 28] 


foot, then when about half on, a quick twist of the wrist straight- 
ens the galosh and permits the speedy completion of the job. 
Under no condition is a salesman allowed to place a customer’s 
leg over his knee when fitting. It is, however, allowable to rest 
the ankle on the knee with some women, but as a general rule it 
has been found best to do the rubber-fitting job in a squatting 
position. 

A rubber stock must be mobile, that is, it must be in a handy 
place, right near the selling section. During the heavy rubber- 
selling periods rubber goods are racked right adjacent to the 
sections reserved for the seating of the trade. 


(ne the rubber box right 


to the customer’s chair has several advantages. First is, that 
while this method may give the store a clutterly appearance it 
helps to eliminate mis-mates. Secondly, salespeople are in- 
structed to take the empty rubber box to the wrapping desk 
when making out the sale. This gives the cashier a chance to 
check the transaction, also to wrap the old rubbers, if any, in the 
box. This makes a neater and drier parcel. Another angle to the 
strict enforcement of the rule of bringing the empty box to the 
desk is that it gives the watchful manager an opportunity to 
quickly size up any situation whereby a man may have several 
vacant boxes and not have sales checks to prove the sales were 
duly recorded. 

And on this subject of managerial watchfulness, Gorman, after 
the regular meeting, had a private huddle with his assistant on 
this score: When people are forced through bad weather to buy 
rubbers, they are always in a great hurry, it is therefore very 
necessary to have the front door watched very carefully during 
these periods. As customers enter the door they are courteously 
questioned as to their needs. If rubbers or galoshes are wanted 
—and the store is well filled—the one on the floor either ques- 
tions as to style and size desired. This information is jotted 
down on a block of paper and given to the customer with the 
request she present it to the assigned salesman. It takes less 
time to tell of this than to actually do it, but it is a fine help in 
keeping the trade at ease. Furthermore, many customers have 
remarked as to the friendly interest shown them, even when the 
store was filled. 

The galosh trade can be handled in a rapid, satisfactory man- 
ner provided the men are properly trained in the fitting and sell- 
ing it was brought out. Salesmen show sales of from 60 to 75 
pairs of galoshes a day, and as this runs into as much money as 
regular shoe sales, the boys on the floor are anxious to get the 
rubber detail. 

One point that came in for considerable jacking up on the part 
of the management was that there is no good reason why the 
trade should not be sold many accessories, particularly hosiery. 

Overshoe selling is particularly complicated this season due to 
the many patterns, colors and prices. For that reason well- 
worked plans are most necessary. 


Boot AND SHOB RECORDER 
32 combining THE SHOE RETAILER, Jan. 23, 1932 























































Bor 
com 





( we f 











TURN REGENTS 
FROM STOCK 
to retail at 
FIVE TO SIX DOLLARS 


* 





No. 43102—BLACK SATIN 


AAAA toA.......... 3% to9 
| pas oa ere ase 2to9 
No. 53104—BLACK FAILLE 
AAAA to B............ 4 to8 
_ PRR Ree 3 to 8 


19/8 Louis Heel 
Medium Pointed Toe Last 











No. 17150—BLACK KID 
AAAA to B............ 4to9 
B 


16/8 Cuban Louis Heel 
No. 37102—BLACK KID 
Cc 


19/8 Louis Heel 
No. 62102—PATENT LEATHER 
~— (Coe 32 to9 


19/8 Louis Heel 
Medium Pointed Toe Last 








No. 80102—DYEABLE WHITE 
MOIRE 
18/8 Louis Heel White Lining 
AAAA to C......... 32 to 8 
ga ety Ae I le 32 to9 
Medium Pointed Toe Last 


* 
ALL PRICED 


$3.25 


Less 5%—ten days 
* * 
ONE GOOD TURN 
SELLS ANOTHER 











“JUST LIKE A TURN” 


Occasionally the retailer pauses in the rush of modern progress. 
Glancing backward, he sees proof that some of the older methods 
of _aneemncining are still the best. 

In a hundred years many processes have come and gone. Not a 
few of these have aspired to the throne of artistic excellence oc- 
cupied by the turn shoe. None have won it. 


Clever and insinuating phrases have been used as sales crutches. 
Their substance has been “just like a turn”. No one has been 
deceived. To the retailer and wearer “just like a turn” simply 
means “imitation”. And imitation immediately concedes the 
superiority of the original. 


Turn shoes—hand-turned shoes, to be exact—are still the acme 
of style, comfort, and flexibility in fine feminine footwear. All 
shoe merchants know this. And, since the style-minded 
woman also knows it, turn shoes are inseparably 
associated with turn-over. They have al- 
ways sold readily. At our new re- 
tail price level of six dollars 
they are amazing 
many buyers. 








No. 77676—BLACK KID AMY 
BARK 10.8... 6.50.3: 4to9 
B 


14/8 Wood Cuban Heel 
Medium Pointed Toe Last 
IN-STOCK $3.25 


* 


DODGE 
BLISS & PERRY 


COMPANY, INC. 
NEWBURYPORT, MASS. 
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To Sell More Shoes You Must 


Plan Good Window Displays to Draw Customers into Your Store—Show Shoes Within 
Each Department So People Can Examine and Handle Them—Toys Are Sold by Letting 
Children Play with Them and Shoes by Letting Grown-Ups See, Feel and Handle 


D. you like to handle the things 
you are going to buy? Do you like to pick up first 
this article and then that one, comparing values and 
quality ? 

If you do you are 100 per cent like all other buyers. 

It is a deep-rooted instinct to desire to touch a pros- 
pective purchase, to see how it is made and how it 
looks from all angles. To let the customer of his own 
free will examine minutely a number of shoes without 
making him say, “May I see that shoe, please,” is an 
advantage in store salesmanship which should be re- 
membered always. 

This thing, “Store Salesmanship,” is one of the 
most important factors in successful merchandising, 
and at the same time it is a factor which retailers are 
prone to neglect. Not that their stores are poorly 
decorated or untidy. Nor is it a question of care in 
arranging merchandise neatly. 





The trouble is that many stores never let their cus- 
tomers forget that they are customers. The buying 
and selling relationship is stressed a little too hard. 
One necessary restriction on the selling power of a 
window display is the pane of glass which separates 
the buyer and the merchandise. A lot more shoes 
would be sold if it were possible for the window shop- 
per to pick up any shoe he sees in the window, feel of 
it and try it on, perhaps. But this is impossible. 

Within the store, however, this restriction can be 
removed and the shoe merchant who fails to take ad- 
vantage of this fact is missing a bet. Outside the 
store, the prospective buyer is reminded while looking 
at the display: ‘They are nice shoes, but they’re not 
mine. They belong to the shop keeper.” This may 
sound like the upper reaches of abstract psychology, 
but it is just what happens. Analyze your own feel- 
ings while standing outside someone else’s window and 


“There is a saying, ‘Clothes 
make the man.’ This, being 
translated, means that human 
beings judge by appearances— 
hence the importance of attrac- 
tive window and interior store 
display. Passers-by see an at- 
tractive window. Their mental 
comment is, ‘There’s a good 
store to buy from.’ And they 
are generally right.” 

—L. D. Herrold, 
author of 
Advertising for the Retailer 


The shoe displays in the newly arranged footwear sections of Macy’s, New York, take advantage 
of the principle that customers like to look at and handle merchandise. 
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Show 
Them 


you will see that it is true. A 
little boy in a toy store doesn’t 
realize that the toys aren’t really 
his—hasn’t he touched them and 
played with them? Ask any 
man who has had some expe- 
rience in merchandising toys 
and he will tell you that the way 
to sell is to let the kiddies play 
with the toys. 

And this is precisely what 
the shoe merchant has to do— 
Let the children play with the 
toys! No retail store should be 
without a table or two of shoes 
in a prominent location on the 
selling floor. Let your custom- 
er forget that he is a customer 
and let him get the feel of your 
merchandise. 

The illustration shows a storé 
interior of the modern type with 
just this kind of a display. The 
shoes invite examination. The 
mirror brings the thought: “I 
wonder how they will look when 
they’re on!” and your sale is 
made—almost without benefit of clerkship. 

If you are planning to redecorate your store take 
a good look at this lay-out. No moving picture seats 
in this shoe shop! The straight, simple lines of mod- 
ern architecture are expressed in the table fixtures— 
nothing superfluous and yet appealing and attractive. 
Diffused lighting in a built-in wall case such as this 
one has also a charm. Start a scrap book now and 
cut out the different illustrations of store interiors 
which you think would look well in your establish- 
ment against the day when you will remodel or take 
new quarters. 

A few lines and a few curves by themselves don’t 
mean much besides a few lines and a few curves. Put 
them together in certain positions and you have a 
word or series of words which express a thought. A 
good window display amounts to the same thing. In 
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A shoe" window by Bloomingdale’s, New York, in which a few simple elements are combined 
to produce an effective, eye-arresting ensemble. 


the Bloomingdale window on this page are shown a 
few shoes, a little black paper, a little white paper, 
some lettering, a wrap, bag, gloves, a platform and 
some shelves. It doesn’t sound like much, yet look 
what this display man has done. The art of window 
display may be summed up by saying that it consists 
of knowing what to use to get a certain effect and 
knowing how to put the things you use together in 
the right way. Contrasts of line and black and white 
are used to get the effect in this display. 

The letter G reaches out and grabs the eye of the 
passerby. White against a black background effects 
this. Then the function of the large letters is ful- 
filled. It is perfectly obvious that the shoes are for 
evening wear and the purpose of the lettering is mere- 
ly to attract attention. It is always a good idea to do 

[TURN TO PAGE 44, PLEASE] 
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By HARRY R. TERHUNE, Field Editor 


Wat's more natural 

in the morning after the first store work is done, than 
to gather around for a little talkfest? Being a most 
practical shoe merchant, Lee Baker finds these talks 
afford an excellent opportunity to acquaint his boys 
with some of the practical problems of this Brockton, 
Mass., shoe store. 
“. Two illustrations to show the technique used in de- 
veloping business for the store: House shoe sales 
were so few that it did not pay to carry the stock re- 
quired to fit the casual customer. But before throw- 
ing them out entirely, Baker made a strong play for 
this business. 

House shoes were promoted under the store name 
of “House-Keepers” and featured at the one price 
of $3.45. The name took, the price was right so that 
house shoes are now sold in respectable quantities in 
the Baker store. 

Next on the list to come up for observation was th: 
hosiery department. At this moment the store was 
featuring women’s stockings at $1.50, but only doing 
4 passive job of it. The local department and spe- 
cialty hosiery stores were making the toughest kind 
of going through their many special offers. 

Drastic measures were needed. The price was too 
high, for one thing, so arrangement was made with a 
mill to furnish a very good hose at a $1.05 retail 
price. The new hose was given the name of ‘“‘Baker’s 
Aristoc.” It was promoted in the newspaper adver- 
tising and windows. Window response was fair, but 
in some way the selling force was not getting the mes- 
sage across. After the following sales talk had been 
typed and each man had committed it to memory, the 
sales showed an immediate upturn: “I want you to 
see our new Aristoc silk stocking, which is our reg- 
ular $1.50 number selling at $1.05. This is not a sale 
but our regular price.” 

There is still pride in ownership, so the women 
bought in real quantities on account of the values 
given. The hosiery business developed so well that 
the store was able to talk turkey to the mills and is 
now able to retail these same stockings for 89c. De- 
cember, 1931, hosiery business showed an increase of 
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OTHER 





PEOPLE'S 
IDEAS 


50 per cent over the corresponding period of 1930. 

Special paper bags for the hosiery counter, inserts 
pertaining to hosiery in all packages and store letters 
plus such selling phrases as “You are safe when you 
buy stockings at Baker’s. You are sure they are per- 
fect.” “We never sell ‘Seconds’ or ‘Slightly irregu- 
lars,’”’ all did their bit in putting the department on 
a profit-making basis. 

a ae 


Te those shoe stores which 
operate their own repair department the following 
notice of F. E. Ballou & Co., Providence, R. I., should 
he of interest. These cards are printed on bright slips 
of paper and are inserted in all packages and monthly 
bills. They read: 

A CoMPLETELY EourpPpep 
Custom REPAIR 
DEPARTMENT 
Is operated in connection with our shoe departments. 

Skilled workmen have every facility for making re- 
pairs and alterations. 

In repairing, lasts are used of the same character as 
those upon which the shoes were made—a detail 
which contributes much to service and appearance. 
Only the best materials are used and our prices are 
reasonable. 

We call for and deliver shoes promptly upon request. 
Telephone GAspee 6980 
Shoes dyed any color. 


F. E. BALLOU & CO. 


WEYBOSSET AND EDDY STREETS 
PROVIDENCE, RHODE ISLAND 


* * * 


A separate card 
record file is kept of children in the M. J. Cox shoe 
store, Bloomington, IIl., that is of invaluable aid in 
selling, particularly when the child is not present to 
be fitted. During the holiday and birthday periods, 
especially, the file is in constant use. The information 
on these cards is cross filed and the slips are arranged 
according to the child’s birthday. Good will is built 
by sending a birthday card to each little customer. 
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FOOT 


DR. WM. M. SCHOLL 


President, The Scholl Mfg. Co, Chicago 


Makers of Dr. Scholl’s Foot Comfort Appliances 
and Remedies 








Right at your elbow— 
the greatest aids to 


HEALTH 


An Open Letter to 
Mr. Shoe Merchant, Everywhere, 
By Dr. Wm. M. Schoil 


Dear Mr. Merchant: 


There is today, a fast growing consciousness of the 
need of foot health and comfort. 


Over a long term of years The Scholl Mfg. Co. has 
carried on a vigorous, unceasing campaign of advertising 
and reading column publicity through hundreds of the 
major magazines and newspapers. The cumulative force 
of this is tremendous. In conjunction with the aval- 
anche of propaganda from numerous sources, all mak- 
ing a strong appeal on beauty to women and on per- 
sonal appearance to men, it is an irresistible force. 


“You can’t look better than you feel, 
You can’t feel better than your feet.” 


That is the appeal of the advertising that this com- 
pany is using regularly in American publications with 
a combined CIRCULATION OF OVER ONE HUN- 
DRED MILLION. 


Practically everyone in your trading community is 
already convinced, or ready to be convinced that Dr. 
Scholl’s Foot Comfort Service removes the cause of or- 
dinary foot troubles, and accurate shoe fitting prevents 
their recurrence. 


This is your cue to merchandise FOOT HEALTH 
now, without delay—and to merchandise it all through 
the year. Merchandise it in conjunction with the service 
and the products that are associated with the continual 
campaign with better than a hundred million circula- 


tion. bs 


Yours very truly, 
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An interesting slant on 
selling riding boots is furnished by Trace E. Peters, 
who is in charge of the French, Shriner & Urner shop 
in Seattle. 

“We have to push riding boots a little harder than 
anything else to get results,” said Mr. Peters. “One 
reason, I think, is on account of the buying investment 
and therefore a man will think about it more before 
buying. 

“The University of Washington is located in Seattle 
and, of course, they have compulsory first-year mili- 
tary training. A good many families cannot afford 
very much in the way of equipment for their boys 
going through school and these boys go over to Camp 
Lewis and get their boots through the quartermaster 
department of the regular army and save a few dol- 
lars that way. 

“We contact all the riding academies and the Na- 
tional Guard officers and airports. We also tie up our 
windows with any special event that has to do with 
riding, such as horse shows, polo, or any such event. 
We have also done a good deal of special order work 
for men who can not be fitted in a stock boot. These 
men, after having worn boots that did not fit them 
for so long, have in turn sent to us other men who 
have had the same trouble. In that way we have re- 
ceived some very fine trade and good advertising. We 
take extreme care in measuring a man for a special 
order boot so that we may assure him a perfect fit 
when the finished product arrives.” 

i a 


A very complete order blank 
that insures the speedy and correct handling of mail 
orders in the store is used by Phelps Shoe Co., Shreve- 
port, La., in the development of business from out-of- 
town customers. 

Three important points of this blank are given as 
follows: “As the season advances it is sometimes im- 
possible to furnish the exact style ordered, as the de- 
mand gradually absorbs the supply on hand. It 
would, therefore, facilitate the filing of orders if cus- 
tomers would make first and second choice in case 
style ordered is not in stock.” 

“No goods charged unless you have an account with 
us or give satisfactory reference—“Shreveport Mer- 
chants preferred.” Should you desire to open an ac- 
count kindly fill in three references below. The open- 
ing of a charge account for out-of-town patrons re- 
quires from 10 days to two weeks. To facilitate the 
prompest delivery, inclose cash to cover this order 
and give references for future use.” 

“Copies of this and future editions of Phelps’ Style 
Book will be mailed, with our compliments, to friends 
who you think might appreciate their value as authori- 
tative Fashion Guides. Space below is for their names 
and addresses.” 
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On the reverse side of this order sheet is a self 
measuring blank that is a decided help in determining 
the proper size, for when the size numbers copied by 
the customer are not particularly clear, this chart will 
give the one filling the order a definite idea. 








helps 


412 Texas-St. 
SHREVEPORT, LA. 


Date_ 





Please forward to M__ 
Use prefix, Mr., Mrs., or Miss; Married ladies should invariably use husband's initials 











State. 
As the season advances it is sometimes impossible to furnish the exact style ordered 
as the demand gradually absorbs the hand. It would, therefore, facilitate 
{iiing of exdare if castemers would ~~ om 

















Cash Enclosed $. Cc. O. D. Charged 

PLEASE DO NOT USE THIS SPACE NO GOODS CHARGED unless you have 
-* with us or give lactory 
ferred” Should you desire to open 2 
account kindly fill in three references 





























Name_ 
Address. 
Name. 
Address. oe 
Name. 
Address. 
These Blanks Furnished in Any Quantity Upon Request 
Copies of thie and future ditions of Phelps’ Style Bock will bo mailed, with cur 


you think might appreciete their value as authoritative 
names 





One of the order blank forms used by the Phelps Shoe Co., Ltd., 
of Shreveport, La., in the development of mail order business. 
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ADMIRALTY 
BLUE 


vg 


For pre-Easter selling 






this clear, medium navy 
ADMIRALTY — blue promises good vol- 
BLUE ume. With just enough 






purplish cast to har- 







monize with costume 
blues, Admiralty Blue is 
light enough to appear 
as navy blue, even un- 
der artificial light. The 
Vode Kid interpreta- 
tion is COLOR 36. 










ALLIED KID 
COMPANY 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 





LLLL4L4L1447 
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What They Bought for Spring 


Coming Styles in Shoes as Revealed at January Shows 


By MADAME HAMILTON JEFFRIES 


Fashion Editor, Boot and Shoe Recorder 


_‘eie filled in sparingly on 
new numbers in black and brown for early selling. 
The South bought brown but not with the greatest 
confidence. The South needs light colors it was said 
—but fashion says brown. One buyer complained he 
was forced to buy brown for his fashionable clientele, 
although he was not at all sold on the idea. 

Two prominent buyers bought combinations of fawn 
brown and dark brown for early selling and followed 
up with a quarter of white and a brown vamp. Others 
turned to a very new shade of eggshell that has just 
arrived and detailed a half-and-half shoe on this com- 
bination. 

The new spirit of spectator footwear is so closely 
allied with the tailored town shoe that by careful plan- 
ning one may serve the buying purpose of the other. 

The new and outstanding shoe that sold for spec- 
tator wear was the real one-eyelet gillie with the side 
opening and conventional over-tongue. This shoe was 
bought in tan and white and medium brown or calf 
and service leather shades. Perforations in scroll and 
patterned design, decorated most of the smart num- 
bers. Many of the buyers are confusing Wales or Peel 
oxfords with the gillie. The Wales or Peel oxford is 
the three-fastening across the instep laid off on the 
throat line and laced with cord or flat lace. 

The gillie is more of the closed type one or two eye- 
let shoe with the over-tongue either confined with the 
strap or otherwise. The Wales or Peel oxfords have 
been so publicised that they registered in a big way. 
Volume producers in very cheap grades have decided 
to promote this type, which heretofore have only reg- 
istered in bench-made and high-grade footwear. 
Hence the real gillie which must be properly fitted 
will remain in bench types. 

Kid top line finish in a fold and kid closings are 
advised for snug fitting, as the kid brings the heavy 
leather closely in at the top line. 

The white shoe was freely bought. The idea of 
merchandising four sets of colored laces in a cello- 
phane wrapper with the white shoe is one way of 
avoiding the hazard of colored trims. This idea 
lends itself to smart advertising copy, compelling win- 
dow. display and has no end of merchandising value. 
The laces may be dyed to match any selected shade. 
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The buyer had already checked that the beige coat 
would be worn with the black or brown shoe instead 
of a matching shade. He carefully thought over his 
black and brown stock which he need not mark down 
for January sales. He bought follow-up shoes of an 
entirely different spirit. Buyers bought some brown 
a little lighter in cast than the Winter shade, with the 
thought of proving a pattern which they afterward 
could develop in spectator combinations. 

The tailored town wear, reflecting much of the spirit 
of the spectator follow-up shoes, differs in combina- 
tions and colors more than in general pattern interest. 


l, was agreed that blue garments 
in twelve or fourteen shades with accents, would be 
outstanding. It was generally agreed that a darker 
shade of blue was safe to buy for shoes, even though 
many women would try to use the black or brown 
shoe as a contrast to the blue clothing. Blue needs 
blue or white. The blue need not be of the same 
shade as the costume this season. For fashionable 
contrast it should not be—but the fact remains that 
blue needs its own family to live with. 

Blue shoes, the buyer decided, were for early sell- 
ing and through till early summer. This decision 
came after a check-up on costumes. Blue shoes were 
bought in pump effects, often punched with contrast- 
ing underlays. Again the white pipings were shown, 
as the white accent neutralizes the color and has a 
tendency to tie-in off shades. 

High fashion will show combinations of a neutral 
gray with black accent, also a neutral castor shade 
with a black accent. But these are very high fashion 
and will not be volume items. 

Sandals were freely promoted. Buyers became a 
little cautious when they realized that 75 per cent of 
their customers could not wear very open shoes be- 
cause of foot irregularities and slight deformities. 
Manufacturers who brought very open types to market 
found that, in order to be really safe it was necessary 
to close up some of the very open vamps. In fact, it 
was checked that on the better shoes the openings were 
on the vamp line with sufficient covering for the little 
toe and the inside joint on the great toe. 
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Shoe No. 1947 
: BLACK KID 





Shoe No. 1913-1 
BLACK CALF 





Bizdwey 


LAST 





n men’s fine shoes the Broad- 
way last is to the foot the same 
as a particular style hat is to the 













Shoe No. 1908-1 
BLACK CALF 





Shoe No. 1953-1 
BROWN CALF 















as seen in the lene of 


| Uptown Shoes 


When the eyes of a well-dress- 
ed man see the Broadway on 
his foot, another sale has been 





head.Calfskin and glaz- y 
ed kid leathers look 

equally well over the 
Broadway... blucher 
| oxford effects are as 
attractive as lace bals. By 





“Over Sixty 
In-Stock Styles 
to Sell at 
FIVE 
DOLLARS” 


= made. » » This one last 


+ carries four of more than 
sixty Uptown in-stock 
styles that sell at five 
dollars — at a fine profit 

@ to the retailer. 














ROBERTS. JOHNSON § RAND 


Branch of International Shoe Co 


ST.LOUIS, MO. 
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Convention for Business Only 





Conservative Optimism Keynote at Middle Atlantic 
Meeting and Fair Volume of Spring Buying Reported 


By HARRY F. BAKER 
Associate Editor, BOOT AND SHOE RECORDER 


Strictly business was the 
theme song sung at the 48th annual business meeting 
and exhibition of the Middle Atlantic Shoe Retailers 
Association in Philadelphia the first three days of this 
week. The first and last days were reserved strictly 
for the inspection of exhibits, and the only general 
session in which the retailers gathered was held .on 
Tuesday, convening at 11 o’clock and adjourning at 
2. But in those three hours was packed much good 


advice for the visiting merchants to take back home.’ 
Buying at the exhibit. may be said to have beer’ fair. 
and was spread -gyer..a rather wide range..of prices 


and styles. The lower priced merchandise had’ the 


better of the argument, as was to have been expected 
At least two lines of high novelty sandals gave a good: .; 
Staple shoes had a fait'eall , 
and the few high priced lines that were shown ac-. 


account of themselves. 


counted for about as much business as had been antici- 
pated. 

In the convention session, which covered general 
business conditions and the outlook, style and short 
open forum on currént «problems, thé’kéynote ,was ‘ 


struck by the first speaker, Geofge N. Geuting, ‘who * 


aptly said, “Do a good selling job, keep your business 
liquid and don’t speculate, and you can make money in 
1932.” 

In sketching the outlook as he sees it, Mr. Geuting 
stressed four favorable points, first: raw products are 
liquidated; second, business concerns have their 
houses in order; third, the 
present mode and scale of 
living will continue, and 
fourth, goods are wearing 
out and need replacement. 
He asserted that there is no 
radical price change in sight 
and that merchants may to- 
day safely anticipate business 
for the immediate future. . 


He cautioned against any 
speculative operations, how- 
ever. 


more, Md.; 
Hirschler, Norfolk, Va.; 


Drc. Reoowre 


PRANTL TEE AT very 








NEW OFFICERS AND DIRECTORS 


President, David S. Joséfson, Trenton, N. J.; Treasurer, 
Milton M. Bendheim, Wilmington, Del.; 
dent, Roy Walter, Wilkes-Barre, Pa.; 
dent, Herbert Rich, Washington, D. C.; Third Vice- 
President, C. Fred Bikle, Hagerstown, Md.; Secretary 
and Managing Director, Cal. J. Mensch, Philadelphia. 


Directors—A:' M. Foster; Uniontown; Pa.; 
Geuting, Philadelphia; Ray Walter, Wilkes-Barre, . Pa.; 
-" DL F.. Josephson, ‘Trenton, \N.‘J.;-H. E’ Wyman, -Balti- “ 
M. M. Bendheim, Wilmington, Del.; ; 
Herbert J. Rich, Washington, 1S 


IE PALETTES Me OT ONES 


A plea for conservative optimism among business 
men and for the exerting strong pressure for the re- 
duction of governmental expenditures to the end that 
burdensome taxation on business. may be reduced was 
made: by Philip C. Staples of. Philadelphia, operating 
vice-president of the Bell-Telephone Company. Lack 
of faith, needless despair and resignation, in his opin- 
ion, are holding back fecovery, along with the 


-maiddled affairs of Europe; ‘which, he said, must be 
‘straightened out before real progress back to pros- 


perity caibe made in this country. 


«A, Hi:Geuting, president of-the. National Shoe Re- 
‘%ailers ‘Association, after sketching briefly the bene- 


fits that’ go with trade association ‘work and paying 


‘ high;tribute to the Middle Atlantic Association as the 


. keystone of regional, shoe organizations, urged the re- 
tailers to get back to fundamental principles of mer- 
chandising, to rendering a real service to their com- 
munities and to charging an adequate price for their 
services. He decried fixed price shoe stores and op- 
portunist merchants. The only true path to success, 
‘he declared, is through the patient building of good 
‘ will'and“a reputation for honest, square dealing. 
Following Mr. Geuting’s address the meeting was 
turned over to Miss Hilda Rau, style‘service director 
of Robert H. Foerderer Company, who, together with 
Miss Marian Palmer of Harper’s Bazaar, Mme. Ham- 
ilton. Jeffries, fashion editor of-the Boor AND SHOE 
REcorDER, and Mrs. Janet Van Loon, style analyst 
for Bayer-Robertson Leather 
Corporation, and the R. 
Newman Company, gave 
brief resumes of the fashion 
picture in apparel and shoes. 
Miss Palmer confined her 
fashion delineation to apparel 
and hosiery, making the point 
that women’s apparel is 
‘ growing simpler in silhouette, 
and that the general tendency 
toward softly tailored 
=“ PTORN TO PAGE 44>P LEASE | 


First Vice-Presi- 
Second Vice-Presi- 


George N. 


D. S. 
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‘on which the retailer can depend for steady profitable business. 


Vie Ask to see Reed’s Elfin line of welts, at once. 


Write to... 


E. P, REED & COMPANY 


Reeds, 


LIL 


The name that designates 
the exquisitely styled Reed 
Quality Welts priced to sell 


in the $ 8: 50 range 


Reed’s Ei Ufin ee ealine of superb 


welts of the irreproachable Reed quality. This line offers the sea- 
son’s most attractive stylings in Dressy Street types, Spectator Sports, 
Active Sports and Youthful types. 


e With the Elfin line of welts you offer exceptional values that will 


receive quick, profitable recognition from the most critical clientele. 


The Elfin line is designed and built to be an outstanding value 


Specialists in Welt Shoes for Women 
ROCHESTER - NEW YORK 


SENECA 
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That, Sir, is NEWS! 

Stetson, without sacrificing in any way 
its high standard of quality, lowers the price 
range of its popular PRE-WALKED Men’s 
shoes to sell at $10—$12.50. And thus 
opens new avenues of profit to you! 

Stetson, in taking this step, has not sub- 
stituted a few new inferior models to sell at 
the bottom of the price list. This is a 
genuine reduction, applying to the regular 
standard Stetson stock shoes that formerly 
sold at higher prices. They remain the 
same in high quality materials. The same 
in expert craftsmanship. They possess the 
same PRE-WALKED feature exclusively 


THE STETSON SHOE COMPANY, 


New STETSON Retail 
Price Range for Men’s 


Shoes ...°10 10°12.50 





Stetson’s—“Stetson Walks the First Ten 
Miles.” 


That means a vast new market for you 
. .. a speedier turnover . . . as well as the 
liberal margin of profit on each sale that 
Stetson factory prices allow. Plus the 
super-service of Stetson’s famous In-Stock 
Dept. 5, which ships your order the day it’s 
received. 

Send for Dept. 5’s new catalogue to-day. 
Cast an eye on the complete, comprehen- 
sive line-up of swanky, comfortable Stetson 
models—shoes that quick-step from the 
shop to the street. Then, for greater, faster 
profits, line up with Stetsons! 


INC., SOUTH WEYMOUTH, MASS. 


STETSON SHOES 


for men 
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Profit - Stressed 
Convention 


in St. Paul 


An undoubted undercurrent of 


business optimism marked the fourth annual. conven- 
tion of the Northwest Shoe Retailers Regional Asso- 
ciation, held Monday, Tuesday and Wednesday, in 
St. Paul. This sentiment was crystallized in a vigor- 
ous address by Ernest A. Burrill of Cincinnati, in 
which he urged more effective shoe merchandising 
and promotion. At the opening it appeared it was 
to be a buying convention instead of an educational 
event. This was corrected, however, by a large at- 
tendance Wednesday. 

Mayor G. Bundlie made a cordial welcoming ad- 
dress Monday. Former Governor Theodore Chris- 
tianson skillfully analyzed the business situation. He 
said confidence in the nation’s future is not alone a 
patriotic duty but a prerequisite to individual success 
and prosperity. 

Ross Bates offered the services of the Northwestern 
Shoe Travelers Association on the ground that the 
shoe traveler today is a business analyst, who knows 
stock control, markup, is style conscious and has a 
vast lore of sales promotion ideas. As.a friend of 
the retail shoe dealer he advised him to buy now. 

B. C. Bowen of Boot aNp SHOE RECORDER indi- 
cated how the retailer should classify his stock into 
families, should know his store, his stock, his sales- 
people and customers and their buying habits. It is 
necessary to concentrate on fewer lines, which means 
fewer odds and ends, fewer leftovers and markdowns. 
To succeed a store must be headquarters for some- 
thing.. It is much safer for a merchant to stick to 
lines with which he is familiar than to chase after 
the rainbow of volume on grades and types with which 
he is unfamiliar. 

Max Steinbauer of Winona, Minn., said that national 
advertising unquestionably assists in the sale of foot- 
wear, but asked whether the premium the dealer pays 
in decreased markup merits cooperation in deliber- 
ately pushing the sales of these lines. Nationally ad- 
vertised lines allow a gross markup of from 30 to 35 
per cent, which spread is not great enough to allow a 
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at Northwestern 


Undercurrent of Optimism Apparent 
in Discussions of Shoe Retailers, But 
Need of More Vigorous Merchandis- 
ing Effort Is Emphasized by Speakers 


reasonable profit. Turnover alone does not bring 
profit, there must be a reasonable markup also. The 
speaker said he is hopeful of the future and will con- 
tinue sale of the better grades of shoes as long as he 
is assured of a reasonable profit. Without a reason- 
able markup from the manufacturer of nationally ad- 
vertised lines footwear merchants cannot make money. 

At the luncheon meeting Tuesday Arthur Johnson 
of Sioux Falls, S. D., proposed the sale of two pairs 
of men’s shoes at a time. He made a plea that the 
merchants get on a profit basis at once. T. Frank 
Jaques of Des Moines, Iowa, said his subject of 
making money on the shoes the dealers buy was more 
or less covered in the splendid papers of Monday. 
Buy short profit lines and the turnover produces a 
profit that is satisfactory. In his opinion the only way 
is to buy against budget of pairs'and against a com- 
posite sign sheet of stock in groups, and not to buy 


an outstanding pattern without thought in mind of’ 


one’s stock. Shoes bought and shoes sold are some- 
times confusing in profit and many a merchant fails 
to consider the markdown. 

“Know what is fair for markup with safety, and 
there is only one profit, and that is net, to have more 
sizes and fewer styles will produce more sales.” 

Miss Ruth Kerr of New York, representing the 
Calf Tanners group, made an illuminating talk on 
styles and colors in relation to shoes. She illustrated 
with colored charts, explaining how the bourbon color, 
for instance, fits into many occasions where formerly 
it was thought only black was: proper. She gave a 
forecast of styles and what to wear with them. Close 
attention was given the speaker and her address was 
one of the most informative talks of 'the session. 

Manager James H. Stone of the National Shoe Re- 
tailers Association brought a message from President 
Geuting in which he interpolated interesting side- 
lights. He made a definite analysis of the value of 
cooperative association work and illustrated its weight 


in influence and the respect which national legislators | 


[TURN TO PAGE 44, PLEASE] 
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Fashions 


NUVA is the name of the new Ohio Calf leather 
destined to make history this year among chic 
women. 































Made in a wide range of dainty sun-fast pastel 
shades and patterns, it takes its place with assur- 
ance among the Sunshine Fashions so much 
favored by this sun-worshipping generation. 


Light in weight, shape holding, mellow with a 
glove-like feel, fine grain and a tight break, 
NUVA is an easy to wear, easy to look at leather 





pd —ideal for all-over or trimming on shoes. 

e 

cas NUVA leathers will insure shoes of quick 
h turnover. They will sweeten stocks, add 

is he new life to window trims, and attract more 

ison- | window shoppers into the store. 

y ad- 


The sandal pattern illustrated . . . of brown linen- 
wae effect NUVA with brown WASHETTE CALF 

























nson trim ... is a particularly smart example of what 
pairs can be done with these two new Ohio Calf 
t the rsopin' Specify them when placing your orders 
—— or spring and summer footwear. 
t of Color swatches of both NUVA and 
more WASHETTE are available on request. 
aday. 
eS a 
way 
com- 
. buy 
d of’ 
ome- 
fails Sandal pattern of brown NUVA 
with brown WASHETTE CALF 
trim. By Hakim Brothers- 
Kassar Co., Brooklyn, New 
and York 
more 
the | REESE RITE 
> a 3 ‘hi eee ‘tt 
con “= anD WASHETTE CALF 
rated fgencain a igi TEE te 
-olor Feove t= seas 
nerly > NUVA comes in pastel shades, 
wea in linen effects and flowered 
1 designs. NUVA combines beauty and refinement with the utmost 
Close | WASHETTE COLORS: in style. Its ensemble possibilities for women’s fine foot- 
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Convention for Business Only 


[CONTINUED FROM PAGE 38] 


lines, rather simple but with feminine 
touches. Mrs. Van Loon confied her 
remarks to describing the fashionable 
leathers in the new spring lines of 
shoes, and their combinations, assert- 
ing that we have entered an era of 
“personality” in footwear. 

Jumping directly into her theme, 
Miss Rau said that the leading apparel 
colors for spring, in the order named, 
were blue, red, beige and some green, 
brown and black. She boldly advised 
the retail merchants to confine their 
purchases of spring shoes to blacks, 
browns and blues in _ conservative 
styles, to recognize the hazard that ex- 
ists in sandals and to play white shoes 
strongly for the resort and summer 
season. A variation can be worked in 
white shoes, she said, by selling the 
woman a set of various colored laces 
(red, green, blue and yellow) to be 
worn with her white shoes to match 
or harmonize with different costumes. 

In her style review Mme. Jeffries 
declared that the merchants would be 
safe in buying 50 per cent blacks for 
spring, with some blues and browns to 
fill out the fashion gamut. Beige, she 
said, will be fairly strong in shoes re- 
tailing from $6 downward, but are not 
recommended for higher grades. To 
replace beige in the higher priced 
ranges she suggested egg-shell and 
gray. 

She also stressed the importance of 
the white shoe in the coming season 
and dwelt at some length on the un- 
lined sports shoe, which, she said, 
should not be sold for a general town 
wear shoe, should be made of leather 
that will not crock and should be made 
over a full toed last. White shoes, she 
said, are being generally worn at Palm 
Beach, along with perforated vamp 
shoes, one eyelet ghillies and a new 
note—the white shoe trimmed with pat- 
ent leather and stitching. 

In response to questions from the 
floor, Mme. Jeffries said that particu- 
larly rough weaves, meshes and eyelet 
types were much in the fashion picture 
for spring, but she recommended the 
fabric shoe trimmed with leather 
rather than the all fabric shoe. 


The open forum was brief, but to the 
point. General ideas brought out in 
the discussion were that merchants 
should maintain their quality as far 
as possible, that if lower grades were 
put into the store they should be only 
slightly lower than those previously 
handled, and in some cases should be 
confined to a separate lower priced de- 
partment. An interesting side light on 
the manner of handling lower priced 
shoes was given by Alonzo Foster, of 
Uniontown, Pa., who detailed his ex- 
perience. He put in a line of $6 shoes 


in response to his customers’ demand 
for lower priced footwear, but in show- 
ing these shoes his salespeople always 
put on the other foot an $8.50 or better 


shoe. In most cases the better shoe is 
sold. 

Another point that was made in the 
open forum was that as volume re- 
cedes mark-ups should go higher in 
order to cover the cost of doing busi- 
ness and to leave the retailer with a 
profit at the end of the year. The de- 
termination of retailers to get a profit 
and to work for higher turnovers was 
evident throughout the discussion. 

During the open forum, Carl Mensch, 
managing director of the association, 
made an ardent plea for more independ- 
ence of thought and action among retail 
shoe merchants, declaring that only by 
studying his own problems and finding 
the solution to them can he hope to 
stay in business and make money. He 
also declared that the retail merchants 
must make themselves associates of the 
manufacturers and tanners, rather 
than serving as a mere means of dis- 
tribution for the products of the two 
latter named branches of the trade. 


The convention and exhibition were 
characterized by a seriousness that was 
in marked contrast to some past con- 
ventions when entertainment and levity 
took up much of the time. Entertain- 
ment this year was confined to a shoe 
men’s frolic on Tuesday night. The 
banquet and other entertainment fea- 
tures were eliminated this year and 
most of the retail merchants declared 
they were glad of it. 





Profit Is Stressed 
[CONTINUED FROM PAGE 42] 


pay to the organized trade’s attitude on 
national questions. Collectively, the re- 
tail trade indicated it was opposed to a 
sales tax and if there is one to its col- 
lection by the retailer. There is likely 
to be no sales tax in the opinion of 
speakers. 

Competition between the shoe retail- 
ers should be on service and not on 
price. The markup on shoes is no 
greater than on a handkerchief which 
anyone can sell. Shoe sales service is 
semi-professional, and the price of 
shoes should be enough to cover such 
service, 

Ernest A. Burrill of Cincinnati said 
that 1932 is the time to become market 
minded instead of store minded. Sec- 
ondly, the matter of sizes is more im- 
portant than the matter of style. Re- 
tailers should dramatize their show 
windows more. There is lots of ro- 
mance to be told about shoes. Lose no 
courage, said the speaker, and reduce 
no advertising appropriation. Sell types 
of shoes for the people you have as 
clients. Sell more shoes to the people 
you sell. The shoe business is the best 
business there is, and this is the year 
to do things we know how to do better 





than ever. 
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To Sell More Shoes, Show Them 
[CONTINUED FROM PAGE 35] 


the obvious in advertising. If it is too 
subtle the customer might not get it 
and that would be too bad. There is 
plenty of subtlety in advertising but it 
is never put there for the customer’s 


benefit. The advertiser reaps a profit 
in subtle advertising through its psy- 
chological appeal. 

The shoes on the upper shelves come 
in for their share of attention. It is 
novel to look at shoes displayed over 
your head. The raised price numerals 
tell their story; they give the range at 
a glance, $6.95 to $10.50. The looker 
does not feel that irritation of not 
knowing what the things he is looking 
at cost. Notice that all of the shoes 
are shown against a light background 
mounted on another background of 
black. This throws the merchandise 
into relief and the black prevents the 
eye from wandering. Balance is 
achieved by placing the velvet wrap in 
the lower right hand corner. 





Making Ad Dollar Do Double Duty 
[CONTINUED FROM PAGE 19] 


Mr. BREETWOR: “You can see the ad- 
vantage of using all papers.” 

CHAIRMAN MurpHy: “Is your store a 
large one?” 

Mr. BREETWOR: “We are the largest 
shoe store in the city with a population 
of 60,000. We have a drawing of ap- 
proximately another 60,000. It is sort 
of a hub. It is a family shoe store, ca- 
tering to all grades of shoes from the 
higher types down. Is the evening pa- 
per a better type of paper to use than 
the morning paper from the standpoint 
of returns and the space that you 
run?” 

CHAIRMAN MurPHY: “Generally, be- 
cause of the fact that there are more 
evening papers. As a result of that 
fact, there are more complete editorial 
features available, in the nature of 
news service, comic strips and that sort 
of thing.” 

Mr. BREETWOR: “Those papers have 
approximately the same inducements.” 

CHAIRMAN MurpHy: “That is true, 
but the evening paper has this advan- 
tage. They have a clean-up on the 
news occurring during the business 
day, when most of the people are on 
the streets, when there are more news 
stories breaking. The morning paper 
has to depend on the things which occur 
after six o’clock, when the release 
wires go over to the other paper.” 

Mr. SIEGEL: “I may add to that the 
reason the evening paper, in my opin- 
ion, gets a bigger play from retailers is 
because when they advertise for Satur- 
day they always use a Friday after- 
noon or evening paper for Saturday 
business, and the majority of the peo- 
ple advertise and do most of the busi- 
ness on Saturday, and you get better 
results the evening before than adver- 
tising on Saturday morning.” 

[Additional material developed in the 
advertising discussion will be published 





in an early issue.] 
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DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
‘MASS: 
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Genuine white buck 
with tan calf trim. A 
timely, practical smart 
model. Wyndam Last. 
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Maybe— 


Maybe the foundation is being completed for a new era of safe, sane and 
substantial industrial activity. 

Maybe people are shaking themselves free from that plague of unreason- 
able fear which has for so long been smashing courage, confidence 
and values. 


Maybe the recovery will be sooner and quicker than most of us anticipate, 
and 

Maybe the most powerful human Dam of Desire the world has ever known 
will burst open and pour millions upon millions of restless, buying 
dollars into our markets. 


Maybe we are fools to express even a remote hope that any of these things 
may become true, but at any rate 


We Do Know— 


We Do Know that problems created by man’s errors can be corrected by 
man’s experience and wisdom. 


We Do Know that human nature is ever restless, that dollars are even 
more so, that home closets and shop shelves are light in things that 
people need and use every day, that our needs and wants are mount- 
ing ever higher and higher. 

We Do Know that the wealth of this country of ours has been recently 
estimated at 350 billions of dollars, the greatest National Wealth 
Ever Known. 


We Do Know that-there is idling in the Savings Banks of this country of 
ours over 30 billions of dollars belonging to millions of people who 
have long enjoyed a wholesome standard of living. 


We Do Know that money is nothing more than a lubricating oil to keep 
running smoothly the great machine of industry upon which we all 
depend for wages and needs and enjoyments. 


We Do Know that five billions of these savings, or less than one-sixth of 
the amount lying in these savings banks, if put into motion today 
would start the great wheels of industry a’whirring, would re- 
employ millions of people, would produce things we need and want, 
would bring sane, normal, wholesome times back again. 


SO we of the Boor aNp SHoE RECORDER organization are not going to be 
caught napping at what may prove to be the Opportunity of a Life 
Time 


Therefore we are planning to invest more energy, more careful study, more 
enthusiasm and more dollars in our publication during 1932 than 
ever before, and we are soundly convinced that this investment will 
enable us to render a still greater service to the entire shoe and 
leather industry. 


a & = 


President 
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Siesta GRO-CORD Sole 
with Kicker Toe 


OFFICIALLY ADOPTED BY THE 
GIRL SCOUTS OF AMERICA 








Here's a colorful design which 
will instantly appeal to mothers and girl 
scouts . . . the GRO-CORD “Sunbeam” for 
street and sport' wear. Body has famous 
GRO-CORD cord on end construction 
with popular Kicker Toe. 


Interlaced cord tire cords embedded in 
rubber now extend to edge of sole at toe. 
Kicker Toe provides better non-slip sur- 
face and insures even longer wear. 


In ladies’ sizes only. Colors . . black, choco- 
late, French Nude, gray. Body of sole, 
8 iron. Raised tread, about 9 iron. 
Write for information. 


NOTE: In a day of changing values, GRO-CORD 
quality remains as always . .. uniformly high grade. 


THE LIMA CORD SOLE « HEEL CO. 


Dept 1-A :: Lima, Ohio 


Fully Protected By Patents 


NON-SLIP 


BEGIN 


SOLES AND HEELS 
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Y hen a hotel 


manager 


made aroadmap 


‘io guest was leaving ear- 
ly in the morning for the 
South. And he didn’t know the 
road. During the evening, the 
manager himself made a road 
map for the guest. . Did the 
guest appreciate it? He wrote 
back and said he never made a 
wrong turn. 


Perhaps we’re wrong in talking 
about such little things, when 
we have such big things to 
offer. Bigger rooms at lower 
prices . . . Roomy closets . . 
Popular priced cafeteria or 
coffee shop . . . Central loca- 

’ tion... Even specially selected 
meats for all dining rooms. 
But somehow, it’s the little ex- 
tra things that bring our guests 
back. You'll be back, too, 
once you know us. 


Extra service at these 20 


UNITED HOTELS 


NEW YoRK city’s only United...The Roosevelt 
PHILADELPHIA, PA....The Benjamin Franklin 


GEADTEE; WAG. 6a% che een es The Olympic 
WORCESTER, MASS... .cccccccace The Bancroft 
NMEWARES Me Tice ecccerecscee The Robert Treat 
PATERSON, N.J......: The Alexander Hamilton 
WERNMOW. We Fisc 6v.c csc encase The Stacy-Trent 
HARRISBURGH, PA.........-. The Penn-Harris 
MEDAMBG BOW 5 kka oo Grecia ca aie The Ten Eyck 
Pe See ric The Onondaga 
WOCHIITED We Ge csicc. 6 cceccase The Seneca 
REAGARA PALLS, Ni Vic ccccesvscss The Niagara 
CE, bi cckicivetreceenes The Lawrence 
BERING i oko i vaeiccuusesé The Portage 
WENT MICH Ss 6. c0k decceceoscue The Dufant 
RANGAS GIEY, MOk oc we 6cct caves The President 
FOCHOM, BBIB 6 oe 6 sso cee El Conquistador 
TORONTO, ONT... 6.0 ec cccee The King Edward 
NIAGARA FALLS, ONT.....0.000c0e% The Clifton 
WINDSOR, ONT.c osc cccccs The Prince Edward 


—p— 
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TRUE PROPORTIONS 








When you use COORDINATED [ASTS 
and PATTERNS 


Nature maintains the same proportions in the small, 
medium, and large sized foot. It is now possible, through 
the Coordinated Last and Pattern system, to maintain the same true pro- 
portions of the human foot in the successive sizes of footwear. The Co- 
Oordinated Last and Pattern system is an outstanding shoemaking achieve- 
ment that gives to all sizes of footwear the best fitting qualities that genius 
can provide — True Arches, True Heel Heights, True Heel Treads, and a 


True Toe Spring. Uniformity of model appearance in every size means 


stronger style appeal. 


( 


UNITED LAST COMPANY + BOSTON «+ MASS. 


= ad 
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Newspaper 


advertisements 


The retail shoe trade throughout the entire coun- 
try realizes that this year is going to offer big oppor- 
tunities for success, but that each individual shoe 
store is going to ring up sales only in proportion to 
the number of persons it can convince of the quality 
and values tt has to offer. 

We are offering live retailers who are awake to 
the definite and increasing trend towards the use of 
genuine KANGAROO for men’s street and dress 
shoes, an opportunity to use such shoes as a basis 
to “merchandise” their entire stock. And as the first 
step in this plan we have prepared newspaper adver- 
tisements for your use, complete mats of which we 
will be glad to furnish free. 


J;,angaroo 
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Each advertisement has been conceived and written 
by an advertising agency experienced and talented 
in writing copy that sells. Each tells readers that 
your store sells shoes of Kangaroo, explains to them 
why this leather is so good, and convinces them that 
your store is the place to go for fine shoes of any 
kind. No name except your own appears in any of 
the advertisements. 

Write today to the “Kangaroo Association, Dept. 
B., 9th and Westmoreland Streets, Philadelphia, 
Pennsylvania” for further information and samples 
of the complete advertisements. Sponsored by the 
Surpass Leather Company, Philadelphia; the Rich- 
ard Young Company, New York; and the Ziegel 
Eisman Company, Boston. 


Tanned in 
AMERICA 





EID PLATTERS THE. POOF 


M and P Glazed Kid 


will comply with all 





your 1932 demands! 


Just as manufacturers who boast rigid standards 
have looked to Mitchell & Peirson for the past 44 
years, so today — on the dawn of a new year—they 


will employ M & P fine Glazed Kid. This all-around 


rn 
C 
i 
! 
i 
C 
s 


leather for Uppers and Linings adapts itself very 
readily to the 1932 trend in street, spectator and 
sport shoes. Stylists will ‘specify: M & P Glazed 


Kid because it is durable, pliant, and especially 


om ee et AD bee KP Ot 


for its Black, Browns and Blonde Spring Colors. 


Specialized Service for SPECIAL Demands 


Z| Specialized Service, a new department, is devoted to serv- 
be AS icing individual requirements. Enlarged facilities allow 
A q & 


vy special attention to rush orders, and all queries as to style, 
WAP. 


color and production are answered without cost or obliga- 
; tion. The inaugural feature of this division is*GLOSSPAT”, 
flares hia a pliant, workable Glazed Kid for Spats. Write for swatches. 

| N ‘ O R P O R A T E D 


FACTORY & SHOWROOMS : 36th & REED STS. - PHILADELPHIA 


@ AGENTS: F. C. DONOVAN, INC., 44-46 South St., Boston, Mass. 

, : JOHN-A. SPILLE;CO., 228 Bast 8h $t., Cincinnati, Qhio. BIRON & CAHN, 
Pe 190-Ceg $j New*¥ork}-ARDHUR S: PATTON: LEATHER CQ.,,1602 Locust 
™ St St. Louis, Mo.” C. G:*MacF AbE;Y202 E. Chambers St:, Milwaukee, Wis. 
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>» HOW’S BUSINESS < 














Brockton Factories Off to Good Start 


BrockTON; Mass:—South Shore shoe 
manufacturers, encouraged by the co- 
operation of union officials and others 
interested in reviving the lull of the 
past few months in Brockton factories 
in general, the past week gave evidence 
of much activity likely to continue for 
some time in this district. 

With the return of the lower priced 
welt shoe business to the Diamond 
Shoe Gompany’s factories here from 
Manchester, N. H., with more than 
2400 pairs of the $4.00 women’s welt 
line to be producéd daily, other fac- 
turies have reopened and production 
is well started on orders booked during 
the past six weeks. 

Among the: factories that have re- 
sumed their former schedules are 
Regal Shoe Co. at Whitman, W. L. 
Douglas, Union Shoe Co., C. A. Eaton, 
M. A. Packard, Joseph F. Corcoran 
Shoe Co. at Brockton and the Walker- 
Thall Co. at Stoughton. Among other 
factories continuing on active produc- 
tion schedules are Field & Flint, Con- 
rad Shoe. Co., Corcoran-Gleason, How- 
ard & Foster, Barney, Capen & Den- 
ham, George E. Keith, Stone & Tarlow 
of Brockton; Richards & Brennan of 
Randolph, and the Stetson Shoe-~ Co. 
at South Weymouth with its new 
Arnold Glove Grip Division. 





Increase Production 


MILWAUKEE, WiIs.—In about two 
weeks the plant of: the Huth-James 
Shoe Manufacturing Co. will be run- 
ning at capacity with about 100 addi- 
tional workers employed, according to 
a statement issued by the firm. 

The company is. gradually recalling 
its old employees, and since Jan. 1 haS8. 
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SATURDAY, JANUARY 23, 1932 


EVERY WEEK 























added about 50 to the payroll. This 
lists 450 at present and plans are to 
increase it to 550 or 600. 








SHOP TALK 
By 
H. F. B. 


Patience is a virtue 
That is too little 
Practiced in these days. 


This thought struck us 
Forcefully while 
Browsing through 
Some books on 
Washington recently. 


This year we celebrate 
The 200th anniversary 
Of the birth of this 
Great American. 


Patience was his 
Outstanding virtue. 

He planned and worked 
‘Always with the 

Future in mind. 

He never adopted a policy 
In the rashness 

Of the moment. 

No matter how great 

The pressure for action, 
He delayed action until 

He was sure of his ground. 


His reputation as 

A soldier, statesman 
And a farmer would 
Have been less had 
He been less patient. 


His monument, the U. S. A. 
Might not have endured 
Had he been less patient. 
Wouldn’t the shoe trade 
Be better off if 

Shoe men were more 
Patient; less prone to 
Rash, unconsidered decisions? 
Wouldn’t it progress faster 
If all were building for 
The future, more than 
For the immediate present? 


We think so. 
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Fontius Sale Success 


DENVER, CoLo.—The annual January 
Half-Price Sale of the Fontius Shoe 
Co., an epic event in the shoe realm 
of Denver, is reported up to standard 
after the end of the first week with 
the second week coming in strong. 

More shoes at better values than ever 
before were offered in the advance 
clearance of women’s shoes preliminary 
to the grand opening of the men’s 
and children’s shoes on Jan. 15. 

Women’s hosiery is shown at phe- 
nomenal reductions. 

The sale will continue in all depart- 
ments from now until the first of 
February. 

This will make room for the first 
showing of Spring goods, which will 
feature blacks first and browns and 
light browns second, according to 
Frank Zurick, buyer. 





» TRADE DOINGS 4 





MacDonald Made President 


BROCKTON, Mass.—Laurie S. Mac- 
Donald, sales manager of Thompson 
Bros. Shoe Co., Inc., and one of the 
leading factors in the company’s suc- 
cess during the past ten years, was 
ciected president and general manager 
of the company recently when Presi- 
dent Howard W. Fritz, desiring to 
reward MacDonald’s efforts in build- 
ing up the company’s business, re- 
linquished his executive post. 

Herbert M. Fillebrown, for many 
years vice-president, also resigned, and 
the directors gave Joseph L. Schle- 
singer, well. known executive of the 
company, this office. 

President MacDonald has served as 
sales manager of the company since 
1916, when he became identified with 
the organization. 
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THE SENSATIONAL 
OPEN FABRIC FOR 1932 


EK0e 


MANUFACTURERS 


are offered an unusual opportunity in the utilization 
of the New Open Weave Fabric ‘“Caroa” which 
leading makers are using to replace ordinary mesh 
cloth. 


RETAILERS 


Caroa is a dull finished fabric in keeping with the 
mode for dull fabric footwear . . . . demand Caroa 
from your manufacturer and do not accept sub- 
stitutes. .. . Write for swatches. 


Loomed in Black, Brown, Blue, White and 
Parchment 


* 





The name CAROA is registered and the 
design is copyrighted. A design patent 
has been applied for. Infringements on 
either the name or design of this fabric 
will render the makers, sellers or users 
of infringing fabrics liable to legal 
prosecution. 











JERRY & HERBERT LEHMANN, Inc. 


“Lehmann Fabrics Make Smarter Footwear” 


215 West 40th St., New York Paris: 62 Rue Beaubourg 
QUIUUUNNAQUUOONNGQQAQUUONGANOQQOUONAOGQQQUUOGOOGOOOUUONOOGOOUUONEOSOONUONEOGOOONUONEOGOOUUUUONE 
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How Production Was Distributed 


WASHINGTON, D. C.—During the 
first eleven months of 1931 shoe manu- 
facturers of the United States reported 
the production of 296,688,157 pairs of 
boots and shoes (other than rubber), 
an increase of 3.5 per cent over the 
output during the corresponding period 
of last year. Women’s shoes constituted 
36.1 per cent and men’s shoes 24.3 per 
cent. 

Of the total output, 35.4 per cent, or 
104,921,039 pairs, were manufactured 
in New England. Massachusetts and 
New York had respective outputs of 
68,948,362 and 68,449,042 pairs. As 
compared with last year, all of the im- 
portant producing States except Mis- 
souri and Wisconsin manufactured 
more footwear. The increases reported 
were: 


Per Cent 
IMIR | 5 asec: iceavernetaqeereene 4.4 
I 5. 6:6. k dks 67a-kib sin Gerace Eee 6.1 
Massachusetts ............. 4.1 
New Hampshire ............ 9.4 
Lee 6.2 
MI al sine: o'5. a. 9: 6.0 Shoes were 0.1 
Pennsylvania .............. 13.6 


Convict Eight of Shoe Theft 


CoLumMBuUs, OHI0O—Officials of the H. 
C. Godman Co. here received word of 
the conviction of eight men, charged 
with stealing a consignment of shoes, 
valued at $10,000, sent by motor truck 
from the company’s store room in 
Columbus to Chicago. The case was 
tried in the Federal Court in Chicago 
before Judge John P. Barnes. The 
company in charge of the truck, when 
the loss was discovered, set up the 
defense that the consignment was “hi- 
jacked” by Chicago gangsters, but an 
investigation showed the falsity of this 
contention. 

George. C. Cornett, president of the 
Central Motor Freight Co., was given 
nine years in Fort Leavenworth prison; 
Robert Millay and Meyer Goldberg 
were each given seven years; Norman 
Kreuder, Ray Grammon and Walter 
Krause, each five years; John Parsons, 
formerly of Peoria, general manager 
of the company, was given two years 
as he testified for the prosecution, and 
Charles Earl was given 21 months. 





Buy Canadian Plant 


PORTSMOUTH, OHIO—Officials of the 
Selby Shoe Co. here announced that it 
has purchased the plant, equipment 
and good will of the La Parisianne 
Shoe Co. of Montreal, Canada, which 
will be operated as the Canadian 
branch of the Selby organization, pro- 
ducing women’s shoes exclusively. 

The concern will be organized as a 
Canadian corporation under the name 
of Selby Shoes, Ltd. C. J. Hauck, a 
vice-president of the company, will be 
in direct charge of the plant as resident 
manager. 
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DEMANDS FOOT FREEDOM 





Miss Loretta Turnbull, America’s fore- 
mest outboard motor racer, picked this 
type of sandal, because of the comfort 
and freedom of movement it affords in 
guiding an outboard motor craft. 





Sees Quality Come-Back 


PHILADELPHIA— 
© William J. Miller, 
fF president of The 
Philadelphia Shoe 
Travelers’ Associa- 
tion and representa- 
tive of The Hutchin- 
son-Winch branch of 
The’ International 
Shoe Company in 
the _— Philadelphia 
metropolitan dis- 

ar trict, has just re- 
We. J. Miller turned to his terri- 
tory from the annual sales conference 
of his company in Boston full of op- 
timism regarding the coming season 
and with belief that all leather shoes of 
quality will win out in the struggle for 
permanent business. 

“Bill” believes the time is ripe for 
the shoe industry to stage a comeback 
by adjusting itself to sane funda- 
mentals—a fair article at a fair price. 

“The price war seems about over, 
with nobody the apparent winner,” 
said Mr. Miller. “Every time prices 
took one somersault, quality was sacri- 
ficed and eventually the market was 
flooded with inferior goods. 

“All the price recession did for the 
shoe business was to cheapen it. The 
public, joshed along for a time, clamored 
for cheaper shoes, but when they lacked 
the necessary essentials for wear and 
comfort, the customers learned by ex- 
perience and will surely demand and pay 
more to become the possessor of some- 
thing more than a mere foot covering.” 
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Brown Plan Merchants Meet 


St. Louis—Each year the Brown 
Shoe Co. holds three regional meetings 
at which their concentration merchants 
go into group huddles for intensive 
study. On Jan. 18, 19 and 20 the 
owners of the Brown Plan stores from 
the Mississippi Valley and Eastern sec- 
tions gathered in St. Louis for a 
series of conferences under the general 
supervision of A. O. Moore, vice-presi- 
dent of Brown Shoe Co. in charge of 
all concentration business. Advance 
announcements concerning the con- 
ferences by Mr. Moore stated that the 
keynote of the convention would center 
around the two most important factors 
in shoe retailing at this time, namely, 
salesmanship and grading up. 

At the opening session Monday morn- 
ing, President John Bush welcomed 
the visiting merchants with an address 
that made them glad that they were 
in the shoe business. 

The program covered the following 
topics: Study of styles, 1932 merchan- 
dising methods, sales and advertising, 
window display, léathers, sizes and 
widths study, sales analysis. 

All sessions were held at the Statler 
Hotel. Such a high degree of interest 
prevailed throughout that each session 
took on the appearance of a seminar. 
No question but that each man in at- 
tendance went back to his store re- 
freshed and enriched. 





Changes Among Managers 

DENVER, CoLO.—The new year has 
brought several changes in shoe de- 
partments of Denver stores. 

Max Lachner, who was in charge 
of the basement shoe department at 
the May Co., has been promoted to 
manager of the main shoe department 
and salon on the first floor. He will 
continue as buyer for the basement 
shop as well. 

C. S. Gaylor, former shoe manager 
at the May Co., has succeeded G. I. 
Bruner at the A. T. Lewis Dry Goods 
Co. shoe department. When the new 
basement shoe department is opened 
up, a project now under way, Mr. 
Gaylor will have charge of it in addi- 
tion to the main floor department. 





Vamp-Eez to Protect New Patent 


New York—The Vamp-Eez Com- 
pany, manufacturer of an instep pro- 
tector, announces the granting of a 
patent on Dec. 29, 1931, the owner of 
which has granted the company the 
exclusive right to manufacture the in- 
step protector covered by the patent. 

Steps are being taken to protect the 
patent, according to the announce- 
ment. 


Manley With Amalgamated 


New YorK—T. C. Manley, formerly 
sales manager of the Castle Kid Co., 
Inc., has become connected with the 
Amalgamated Leather Companies, Inc. 
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| See MODERN HEEL 
com pleles the sh Oe 











[N THESE days of costume coordination, footwear 


plays a very significant part in the “ ‘ensemble’. It 
becomes essential to match the shoe to the costume —the 
heel height and silhouette become important style factors. 
Although Cuban and low Louis heels have the call for 
informal daytime wear, the formal costume demands the 
higher heel. Models, impracticable to duplicate by other 
methods, are accurately reproduced by Mears, for ex- 
clusive machinery enables Mears to reproduce with me- 
chanical precision all heel models. The graceful lines and 
curves that give the model individuality are faithfully re- 


tained; the inaccuracies of hand methods are eliminated. 


Womeh prefer Wood Heels because they 
are lighter and have graceful lines. 


FRED W. MEARS HEEL-COMPANY, inc. 


AUBURN, ME. - COLUMBUS, O. -, ST. LOUIS, MO. - AUBURN, N. Y. 
CONWAY, N. H. - SALEM DEPOT, N. H. 


| VWOODL EELS 
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WHERE TO BUY 
Men’s Shoes 




















RADE ONLY” 


EAST EST GR. MASS. U.S.A. 














“A MAN’S DECISION” 


THE , 


Beston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 

















M.A.PA i 
CKARDCO., Makers 








NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. r 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adains Co 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 

















WHERE TO BUY 


Shoe Forms 
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| Zarry Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 


_ STRIKING SALE AD 


INNES ff? 














of FINE FOOT W' 
Starts MONDAY! 
Gta Sas Fane Sateen ol 
sdmire foe footwear may pow replenish their own shoe 
cudbe at bet facies of Ge eotiay ox 
SALE PRICES 
$285 §$ First Reductions! 
3 bad 485 a ebdtion to futher educsions tan om prices seedy 
Downesrams TOG aaey ee td Sold ftw Slaps! 
$695_$Q95 Footsavers Also! 
5” -59 “Ghices thet Gt the feet in MOTIONS” Footsevers add 
—s Tia 
Fitting! 
te a immes—lanes' careful feting 
= 
SuceCo, WOMEN’S HOSIERY 
EE ROMA —_ Sle pe ho penn te mine BSC ty 


mma  Sedeemnmes $1.85 pr, 


2 EAST COLORADO 
PASADENA 














Note how this attractive advertisement 
by Innes Shoe Co. emphasizes careful 
fitting and service as well as low price. 





Walk-Over Elects 


BrockTON,—Harold C. Keith, former 
president of the National Boot and 
Shoe Manufacturers’ Association and 
one of New England’s outstanding 
manufacturers, was re-elected president 
of the George E. Keith Co. at the 
annual meeting of stockholders last 
week. 

Other officers elected include Myron 
L. Keith, George H. Leach and Charles 
Moore, vice-presidents; W. E. Johnson, 
treasurer and clerk, and James P. Keith, 
assistant treasurer. The Board of 
Directors is as follows: Harold C. 
Keith, Myron L. Keith, George H. 
Leach, Charles E. Moore, Walter E. 
Johnson, Harry Dunbar, Louis J. Carr, 
H. Willis Nye, Edward A. Keith, W. 
Everett Shaw, George E. Keith and 
James P. Keith. 





Resigns as Merchandiser 


BuFFALO, N. Y.—Raymond H. Hunt- 
ing has resigned as vice-president and 
divisional Merchandiser for the Wm. 
Hengerer Co., with supervision over 
the women’s footwear department of 
the store, effective Jan. 31, it was an- 
nounced by Prentis T. Burtis, presi- 
dent of the company, which is operated 
as a unit of the Associated Dry Goods 
Corp. of New York. No successor to 
Mr. Hunting has been chosen and he 
has not revealed his future plans. 

Mr. Hunting joined the merchandis- 
ing division of the Hengerer company 
Oct. 1, 1930, after having served for 
nine years as a merchandiser for Wm. 
Filene Sons Co. of Boston. 





Shoe Form Co. Inc., Auburn,N.Y. 
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Stages Shoemaking Exhibition 


New YorK—John J. Holden, shoe 
buyer and manager of the John Wana- 
maker Store, New York City, stages 
this week an exhibition to the public 
of shoemaking in all its phases. It will 
show the various methods by which 
shoes are made, not only at this time 
but in the past. 

Much effort has been expended in 
arranging this exhibit in such a way 
as to make it readily comprehended by 
the lay mind, and the story of progress 
in each one is carried through in suf- 
ficient detail to give an exact idea of 
all the important operations. 

In addition to this there will be a 
large grouping of shoes from the re- 
markable museum collection belonging 
to the United Shoe Machinery Corpora- 
tion. These include some of the most 
interesting and valuable shoes in this 
collection, among them being a bedroom 
slipper of the Empress Elizabeth of 
Austria; jousting boot once worn by 
Henry IV of France, King Henry of 
Navarre; a shoe of Pope Pius VI; a 
shoe of the Archbishop of Trent, 1695; 
a boot left by Lafayette on his last visit 
to this country in 1828; boots of the 
Napoleonic period; together with a 
wide range of shoes from various coun- 
tries and various periods, forming a 
most interesting and colorful exhibit. 

Many of these pieces are of most 
beautiful design and intricate work- 
manship. The exhibit itself is quite 
unusual owing to the fact that no 
museum in the world has an exhibit 
of such a character. The attention in 
the industry to the detail of production 
will undoubtedly bring to this particu- 
lar floor a large and interested group 
of visitors. 





Floyd A. Page Buyer for Adam 


BuFFALO, N. Y.—Floyd A. Page has 
been appointed buyer of women’s shoes 
for J. N. Adam & Co., a unit of the 
Associated Dry Goods Corp., of New 
York, to succeed Elmer A. Taylor, who 
has resigned. 

Mr. Page recently resigned as dis- 
trict manager for the Sterling Shoes 
Corp. of Buffalo, which operates a 
chain of 10 retail stores. He had been 
associated with Sterling for 13 years 
and for several years was manager of 
the shoe store of K. W. Watters & Co. 
Before joining the staff of the chain 
organization, Mr. Page was identified 
with Westcott-Whitmore Co., of Syra- 
cuse, women’s footwear jobbers and 
wholesalers. 





Mail Campaign Succeeds 

LOUISVILLE, Ky.—The Louisville 
branch of H. Willensky and Company, 
Atlanta, Ga., established in this city 
about two months ago, reports an in- 
creasing mail order business through- 
out the State. The manager felt that 
some of this business was the result 
of the intensive direct mail advertising 
campaign now being conducted by the 
home office. 
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Again, after a thorough check up with 
the prominent leather tanners, the 


Yfeshend, RAYON COLOR CARD 


becomes an authentic 
COLOR CARD FOR SPRING 1932 





















o Black is still the most popular color— 

, followed closely by Mahogany (Our 

. color 829). There is also some de- 

p mand for the lighter shades of brown. 
RAYON SHOE LACES 

™ ag . . are attractively packed in the 12 Pair 

: ORDER Display Container illustrated on the 

: FROM a Quality Product in Quality 

YOUR — 

JOBBER 

' 

f 

: WE WILL BE GLAD TO SEND THIS SPRING COLOR CARD ON ne 
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WHERE TO BUY 


Women’s Shoes 
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CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 
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No. C2100 vl 


te, 


Women’s red, blue, brown, black or ¢ 


purple kid leather ‘‘D’Orsay’’. 
In stock. Write for circular 4 
on complete line. Athletic 


Chicago, Illinois. 








W. S. CHASE & SONS, INC., 
HAVERHILL, MASS, 
Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 
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WHERE TO BUY 
Riding Boots 


FF Fs Fe eS 


RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 


Jodhpurs and Field 
Boots. 


Write for catalog. 


| 
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GOOD MEN’S SALE AD * 
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A Great Money-Saving Event for All Chicago Mes 


HASSEL’S GREATEST 
JANUARY SALE 


Guaranteed Custom Made Shoes 


HASSEL'S 
“ARENA” 
Cy) 


A Reguler 
$6 Velue 











This advertisement by Hassel of Chicago, 

is well laid out, presents a+ judicious 

combination of type and white space and 
an admirable illustrative treatment. 


Miss Goldstein Addresses Ad Men 


Kansas City, Mo.—Miss Kate Arlene 
Goldstein, stylist for Johanson Brothers 
Shoe Co., St. Louis, was honor guest 
at the weekly meeting of the Kansas 
City Advertising Club, Monday, Jan. 
be 

Miss Goldstein’s reputation in the 
advertising field and her experience 
gained from study abroad—having 
been chosen last year by a group of 
Eastern retailers as the stylist to tour 
Europe and study conditions for them 
—made her message of particular in- 
terest. She dealt with the matter of 
promotion from the standpoint of the 
manufacturer, distributor and retailer, 
and their coordinated efforts to appeal 
to the consumer. 

Fashion appeal is the big point in 
almost every article offered for sale, 
Miss Goldstein said, whether it be an 
article of wearing apparel, house fur- 
nishings or what not. The attractive- 
ness with which any piece of mer- 
chandise is presented has much to do 
with its reception by the public. Back 
of this, of course, must be quality and 
price. 

While American stores and shops 
are far ahead of those in Europe in 
the matter of promotions, the speaker 
said, European stores have much the 
best of it in courteous attention to 
their customers. Many sales in stores 
here are lost by the lack of interest in 
suggestive selling. A woman who buys 
a pair of shoes is a prospect for at 
least one pair of hose, probably two 
pairs, a handbag and maybe a belt. 
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Nelson_£. Clark Resigns 


New York, N. Y.—Nelson E. Clark 
has resigned his position with Saks 
after having been with this firm for the 
past eight years, acting in the capacity 
of foreign and domestic buyer for men’s, 
boys’, children’s and growing girls’ 
shoes at both the Fifth Avenue and 
Herald Square establishments. Both 
his assistants have been promoted to 
buyers. P. B. Rahfeld of the Fifth 
Avenue store and H. Kaye of the 
Herald Square, who have been asso- 
ciated with Mr. Clark for seven and five 
years, respectively, have assumed their 
new duties. 

Mr. Clark came to Saks after re- 
linquishing his partnership in the firm 
of Broadhurst-Young, Denver. Pre- 
vious to being with this concern, he was 
shoe buyer for Maurice Rothschild in 
St. Paul and Minneapolis. At present 
Mr. Clark has made no plans save a 
Florida fishing trip. 


Brown and Blue for Spring 


LOUISVILLE—Byck Brothers, Fourth 
Avenue, looking forward to Spring 
ready-made styles and the colors that 
will be smart for the coming season, 
are stressing brown and blue shoes 
in their advertising and window dis- 
plays for the month of February. 
Brown kid is already the best selling 
shoe and the store will play up brown 
shoes with brown and the varying 
tones of brown and beige as acces- 
sories with other colors—brown with 
beige, brown with blue (using the 
browns with the tan tones) and brown 
with gray. Blue shoes will be used with 
blue, and blue with gray are also good 
combinations for early spring wear. 

The impetus given by the holiday 
trade still continues, and most stores 
show improved business. 


Blue Kid Gains 


New YorK—Tanners report an ac- 
tive demand for Admiralty Blue Kid 
since the National Shoe Retailers’ As- 
sociation show in Chicago, where many 
of the manufacturers exhibiting aug- 
mented their black and brown kid sam- 
ples with creations in the darker shades 
of blue kid. 

New York shops recognize in blue 
kid an opportunity to tie up with the 
new blue costumes and obtain an. extra 
pair sale for Spring. Saks in mid- 
January showed dark blue kid shoes 
with blue garments, including both 
ccats and suits. 

Delman reports that in addition to 


* growing volume on dark blue kid that 


the new lighter blue, known as Biscay, 
in developing interest. 


Features Southern Shoes 


KANSAS Ci1Ty, Mo.—Napier’s are fea- 
turing fawn suede sandals and Ox- 
fords in pastel shades and in brilliant 
colors for Southern resort wear. Al- 
though the displays have been made 
but a few days, the response has been 
very good for early season. 
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LP Y The one shoe color to 
uccaneer, » 1372 all blues 


wear with 


| aoe Mb. 972 
Cz e, (Hi. 3) a Smart complements 
ee. ( y, Si to the new beiges 
OC Vaid No. 800 





That’s the answer to the Easter color problem. 


be New Crstlo 


Samples by request to om 1702-100 Gold Sirect, New Ons 











Boot AND SHOB RECORDER : 
combining THB SHOP RETAILER, Jan. 23, 1932 





or ' 


WHERE TO BUY 


Children’s Footwear 


AOS OS OO OO So ee 





PATENTED 


ROBA> 
SHOES 


Finest Quality Children’s Shoes 





M f ed ly since 1892 
by 
SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 








MRS. DAY’S IDEAL BABY 
9 SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — infancy to 
four yeare/ 


Danvers, Mass. 











Children’s Fine » Goodyear Welt Shoes 


THE GILBERT " SHOE co. 
THIENSVILLE, 






















High Grade 
Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 


7) SHOE CO. 


CEDAR GROVE 
WISCONSIN 
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WHERE TO BUY 
Work Shoes 
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cent Milwaukee convention. 





Joe Kalisky Retires 


Joseph Kalisky, well known shoe 
traveler and last year’s president of 
the National Shoe Travelers’ Associa- 
tion, has retired as mid-western sales- 
man for Thompson Bros. Shoe Co. and 
left Chicago this week for Los Angeles, 
where he plans to spend the entire 
Winter. Mr. Kalisky had expected to 
go to Honolulu, but changed his plans 
because of the disturbed conditions 
there. 

Mr. Kalisky was one of the most 
popular salesmen in the Middle West 
and had a wide acquaintance among 
retailers, his territory embracing the 
States of Michigan, Iowa, North and 
South Dakota, Nebraska, Wisconsin, 
Minnesota, and Illinois outside of Chi- 
cago. He had been particularly active 
in the affairs of both the Chicago Shoe 
Travelers’ Association and the national 
organization. His many friends in the 
trade will learn with regret of his 
decision to retire from active selling. 





Homer Beals III 


INDIANAPOLIS, IND.—Homer Beals, 
Central States representative for Mayo 
Brothers, Boston, Mass., is seriously 
ill at St. Vincent’s Hospital after an 
operation on one of his eyes. Mr. 
Beals was stricken in Boston while 
there on a business trip. He immedi- 
ately returned to Indianapolis and was 
taken to the hospital Monday, Jan. 11, 
and an operation was performed. 





Craddock-Terry Salesmen Meet 


A strong line of shoes designed to 
meet the popular demand at current 
prices should enable Craddock-Terry 
Co. factories to run almost full time 
during the Winter and Spring, Charles 
G. Craddock, president of the organiza- 
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tion, told the salesmen at their meet- 









60 











CHOSEN TO LEAD N. S. T. A. 





Newly elected officers of the National Shoe Travelers’ Association, chosen at re- 

Reading from left to right: Thomas A. Delany, Boston, 

secretary-treasurer; John S. Whittemore, Boston, president, and Everett H. Moody, 
San Antonio, Tex., vice-president. 








ings in Lynchburg, Va., and Atlanta, 
Ga., last week. 

The various types and styles of shoes 
and prices were explained and the 1932 
proposition outlined by C. A. Sabine, 
managing director, to the salesmen 
meeting in groups. 

Plans and policies of the company 
were discussed by John W. Craddock, 
chairman of the board; Charles G. 
Craddock, president; R. E. Craddock, 
sales manager; John H. Davis, credit 
manager; E. C. Davis, special goods 
manager; John G. Craddock, advertis- 
ing manager, and R. H. Anderson, man- 
ager of the rubber goods department. 
New 1932 styles were presented by 
R. V. Goode, merchandising manager. 

N. C. Evans, managing director of 
the Natural Bridge Shoemakers’ divi- 
sion of Craddock-Terry Co., displayed 
the styles and outlined the selling 
proposition for Natural Bridge shoes. 
Harry L. Adams, vice-president of 
Proctor & Collier Co., reviewed the 1932 
Natural Bridge advertising campaign. 

R. E. Craddock, sales manager, told 
the salesmen that the company expects 
a gain of $1,000,000 for this branch. 

Banquets were given to the salesmen. 
Present were the principal executives 
of the company and the following 
Craddock-Terry Co. salesmen: W. C. 
Cousins, W. M. Roberts, A. P. Crad- 
dock, Jr., J. P. Owen, J. B. Stroud, Jr., 
J. T. Craddock, Jr., A. L. Noell, W. J. 
Clements, J. I. Amonette, H. B. Smith, 
W. S. Murphey, Calvin Young, M. H. 
Coleman, G. M. Munden, P. B. Shipper, 
J. L. Coble, W. C. Haskins, D. L. 
Middleton, G. H. Gilmer, P. H. Coggin, 
R. R. Hathorn, T. A. Lotspeich, R. H. 
Martin, L. S. Cox, W. C. Goode, Jr., 
E. B. Woodward, J. R. Jones, M. E. 
Douglas, S. A. Stern, J. A. Reid, G. T. 
Coleman, W. J. Pettit, Jr., Wray 
Knight, W. M. Marrison, C. S. Harvey, 
A. C. Rogers. 
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IN STOCK 


INFANTS’, 5-8, A-D 
CHILD’S, 812-11, A-D 
MISSES’, 112-2, A-D 
and 
GROWING GIRLS’ 
22-8 
AAA-D 


* 


A COMPLETE LINE 
of Juvenile and 
Growing Girls’ Shoes 
TO RETAIL PROFITABLY 
AT POPULAR PRICES 


$3 
$2.50 (82-2) $4.00 
(5-8) and up =e. (212-8) 












| FROM KINDERGARTEN TO COLLEGE 


SHOES 


KEEP THE GROWING FEET HEALTHY 























" E N INDIANA” 
A RETAILER IN INDIANA 
Purchased in the first half of 193] For the Second Half of 193] 
27 _ 17— 1 26! pairs 
= Sept. I1— 93 “ * 
27— 30 ' S149)“ 
Mar. 6—65 “ 8— 75 . TOTAL ORDERS FOR, 1931 
Fi ide — * i 1737 pairs 
Apr. 11—137 “ me * 
24— 87 ' oe eT. INCREASED BUSINESS 
22 * Je Bt Last half year over first half 
May 22— 8 “ 31—28 * 77.5% 
pie o- 3” a F:, x 
Total ..626 “ Dec. 28—- 3 “ RATE OF ANNUAL TURN-OVER 
aaa 8'4 times 
Total .1111 ” 
T look for the 


The “AIRY ARCH” 


A SPECIAL PATENTED 
FEATURE OBTAINABLE 
ONLY IN POLLYANNA 
SHOES 
* 


This feature creates foot ven- 
tilation and helps to keep the 
feet healthy and comfortable 
through relief of excessive 
perspiration. This one feature 
alone makes Pollyanna Health 
Shoes outstanding in the field 
of Juvenile Corrective or Health 
Shoes. 














in every pair of 
POLLYANNA 
SHOES 


“AIRY ARCH” 





“eee 


New York Office and In-Stock Department 


196 Church Street 
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WHERE TO BUY 
Ballet Slippers 


LO 





JHARD TOE DANCING SLIPPERS 
IN STOCK 


Pink. ak, White, $260 
\ Blask Kid PAIR 
Sizes: 5 Childs to 8 20, 
Widths B t 26 
Send for Catalo 
Agency Propes "— 


BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 














In Stock -Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CoO., INC. 
147 Duane Street 
New York City 

















BLACK KID BALLET 


SLIPPERS 

Soft ond Hard Toe 
fe SS Serer $1.35 
Misses’ 11% to 2 Serer rere 1.30 
ES SD Bs 000 0-5 0.0900 0,630 1.25 


Hard Toe $1. oe ad air Higher ‘ 
ROTH OF Co 
50 N. 4th en Philsdelphia 
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WHERE TO BUY 
Dancing Shoes and Taps 
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CAPEZIO STUDENT TAP 





A TREMENDOUS 
SUCCESS with TAP 
DANCERS —a__svol- 
‘ume number that you 
should feature! This 
model is inexpensive, 
~well made. Black 
Kid retails profitably 
at $2.50, Patent Lea- 
ther retails at $3.00. 





Send for Catalogue 
Ask about Franchise. 


CHICAGO OFFICE: 
159 No. State Street 


LOS ANGELES OFFICE: 
1533 Rosalia Road 





Main Office and Factory 








TAP SHOES Xen" 
IN-STOCK 
No. 9779—Black Kid 
$1.45 






No. 9785—Patent 
Leather 
20 
BROOKS SHOE MFG. C8. 
Bwensen 
Philadelphia 


Show New Fabric 


New YorkK—Frank Associates, Inc. 

15 West Thirty-ninth Street, New York 
City, distributors of fabrics, tinsels and 
novelty yarns for the shoe trade, have 
introduced to the industry a new fabric 
-called “Sylphglo Mesh.” It is made of 
Sylphrap, a regenerated cellulose, that 
‘is said to defy the usual damaging ef- 
fects of water, besides being a very 
»practical shoe cloth. 














FOOT SERVICE SPREADS 








New Dr. Scholl store recently opened in 
Montevideo, Uruguay 


CHIcAGoO—One of the recent develop- 
ments in the international Foot Com- 
fort Campaign staged by the Scholl 
Mfg. Co., Inc., was the opening of a 
beautiful Dr. Scholl Foot Comfort Shop 
in Montevideo. This shop has met with 
the hearty approval of merchants in 
Uruguay who handle Dr. Scholl’s Foot 
Comforts, as it provides an excellent 
training school: for their salespeople. 
Nothing has been spared to make this 
shop one of beauty. Like its sister 
shops, it is tastefully designed and 
handsomely finished. The windows are 
changed often and studied by shoemen 
from afar. 

Today, whether the shoe man walks 
the streets of Canada, London, Paris, 
Berlin, any European city, Capetown, 
far down on the tip of the dark con- 
tinent, India—all the far reaches of the 
earth, he finds the same Dr. Scholl Foot 


«Comfort service as in America. A 


tribute indeed to its founder, Dr. Wil- 
liam M. Scholl. 

In America exclusive Dr. Scholl shops 
are located in Chicago, New York, 
Cleveland, Detroit, Milwaukee, Minne- 
apolis and St. Louis. 





Changes Firm Name 


COLUMBIANA, OHIo—Henry Staley 
and Irvin Smith have announced to 
their many friends and patrons that 
the shoe business known as “Jeffreys- 
Staley Co.” will be conducted as “Staley 
& Smith, the Home of Good Shoes.” 
This is merely a change in name and 
not a change in personnel of the firm. 

Mr. Staley, with 47 years and Mr. 
Smith, with 31 years of experience in 
merchandising shoes in this community, 
together with Randall Glenn, salesman, 
with 11 years of service, will continue 
to serve the public as heretofore. 

The firm has also inaugurated a new 
cash policy of doing business, thus af- 
fording a quicker turnover of stock, 
insuring latest styles and less losses. 
This plan is believed to be in keeping 





with present-day business methods. 
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H. G. Fenlin Made Vice-President 


PHILADELPHIA—H. G. Fenlin, who 
has-been a prominent member of the 
organization of Robert H. Foerderer, 
Inc., makers of Vici kid, has been ap- 
pointed a vice-president of the corpora- 
tion. ' This announcement was made 
by Percival Foerderer, head of Robert 
H. Foerderer, Inc. 





Frank Dean in Egypt 


TAUNTON, Mass.—Cards_ received 
from Frank O. Dean, from Egypt tell 
of a very smooth voyage. Mr. Dean ‘is 
head of the firm of Dean Bros., retail 
shoe merchants, and is thoroughly en- 
joying a four months’ round-the-world 
trip. 





New Wholesale Firm 


Boston—Samuel Brilliant, who con- 
ducted a wholesale shoe business here 
from 1900 until 1931, has announced 
the formation of a new company, 
Samuel Brilliant & Co., with offices at 
86 Lincoln Street. 

The new firm, which will wholesale 
lines of men’s and children’s popular 
priced shoes, will begin business about 
Feb. 1 and will also handle jobs of all 
kinds. Mr. Brilliant will be in charge 
of buying. His son, Ely Brilliant, who 
has been in business with his father for 


a nymber of years, will direct the sell- 


ing end of the business. 





Slipper Firms Merge 


NEw YoRK—Dolly Slipper Co., Inc., 
of which Rubin Kaminsky is president, 
has taken over the L. & G. Slipper Co., 
of which Morris Shukovsky is a mem- 
ber, and has moved to new and larger 
quarters at 628 Broadway, where they 
will be equipped to do a volume busi- 
ness on a complete line of boudoir slip- 
pers. They will also produce beach 
sandals. Mr. Kaminsky is very optim- 
istic over the prospects for the coming 
season. 

An opening party was held on New 
Year’s Eve at the premises, where 
about two hundred guests were present. 
The trade was very well represented 
and the guests also included members 
of both families and friends. 





Wholesalers Executive Group Meets 


The Executive Committee of the Na- 
tional Association of Shoe Wholesalers 
met with President Henry Bell, Jr., of 
Philadelphia, at the Ritz-Carlton Hotel, 
Boston, Jan. 12, for an informal dis- 
cussion of association and general trade 
matters. One of the subjects discussed 
was the abnormally low range of shoe 
prices and it was the consensus that 
these have gone as far as they can for 
the best interests of the trade. 

Maxwell P. Gaddis, manager of the 
Hutchinson-Winch wholesale depart- 
ment of the International Shoe Com- 
pany, Boston, and president of the Bos- 
ton Boot and Shoe Club, was present 
as a:special guest. 









Boot AND SHOE RECORDER 
combining THE SHOE RETAiLER, Jan. 23, 1932 









z 

£ 
Fa 
¥ 
bY 


3 












a i | 





rer, 
ap- 
ra- 
ade 
ert 


n- 
re 
ed 
y, 
at 


le 
ar 
ut 
iH] 
ze 
10 
or 
1- 





Opposite the new 
Waldorf Astoria 













i Home of the famous swimming pool. 


at 49th and Lexington -NEW YORK 








It’s just as important to live in a high class hotel 
as it is to wear good clothes, belong to a nice club 
or have respectable, congenial friends. The Shelton 
offers its guests many opportunities, including a 
friendly management; an hotel where you are wel- 
comed and not tolerated. Rates are recently re- 
duced, Rooms from $50 per month upward. A 
Room for as little as $2.50 a day. 







Club features (free to guests) are as follows: Swimming 
pool; completely equipped gymnasium; game rooms for 
bridge and backgammon; roof garden and _ solarium. 
Restaurant and cafeteria service at reasonable prices. 
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The lines permanently displayed at the Marbridge 
Building always merit your attention. The show- 
rooms of the national leaders in the shoe and 
leather industries are maintained here all year 
round. 

Desirable office space for approved tenants. 


MARBRIDGE BLDG. CO., INC. 


1328 Broadway New York 
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Make the 
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Hotel your 
New York City 
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An atmosphere of quiet dignity 
pervades the Hotel Lexington. 
Here one lives luxuriously yet at 
rates that promote real economy. 
Its convenient locality, perfect 
cuisine and excellent appoint- 
ments meet your every demand. 


For One Person 
$350 _ $4 _ $5 _ 6 


For Two Persons 
Only $1.00 Additional, Any Room. 


Each with private bath (tub and shower) 
circulating ice water, mirrored doors 


HOTEL 
LEXINGTON 


LEXINGTON AVENUE AT 48th ST., NEW YORK CITY 


Frank Gregson, Manager J. Leslie Kincaid, President 


Direction of American Hotels Corporation 









CLAWIFIED ann WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET . 




















SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








Arizona Arkansas 
Idaho Indiana 
Louisiana Missouri 
Nevada New Mexico 
Utah Wisconsin 


WANTED SALESMEN 


to carry nationally known line men’s Goodyear Welt work and service shoes. 
Priced to meet most popular retail markets, on straight commission basis, 
liberal rate. Opportunity for constructive development. 


Jos. M. Herman Shoe Co., 186 Lincoln St., Boston, Mass. 


California Colorado 
Iowa Kansas 
Montana Nebraska 
North Dakota Oklahoma 
Wyoming 





Successful salesman now cover- 
ing South Eastern states to 
carry nationally known line of 
Misses’ and Children’s Good- 
year Welts as side line on 
straight commission basis. Some 
established business. State ter- 
ritory covered, line now carry- 
ing and other details. Write 


C768, Care Boot & Shoe Recorder, 
239 W. 39th Street, New York. 

















Salesmen Wanted 


We have several good territories 
open for A No. 1 salesmen who 
are at present carrying non-con- 
flicting lines. 

Our line of samples will consist 
of the famous brand KEWPIE 
TWINS misses’ and children’s 
Goodyear welt footwear, and the 
most popular sport line for young 
women’s DUDE RANCH CAMP 
MOCS 


These two lines fit nicely in two 
sample cases. All shoes in stock, 
commission basis strictly. 6% pay- 
able first and 15th of each month. 

If interested, write us full par- 
ticulars, your record, the line now 
carrying, territory outlined on map. 

dress communications— 
JUVENILE SHOE CORPORATION 
OF AMERICA 


care Jefferson Hotel, Room 962, St. 
Louis, Mo. Factory located at 
Aurora, 











ALESMEN to carry a side line of Ladies’ 

and Men’s Hard and Soft Sole Slippers 
and Sport Sandals on straight commission in 
the South and Pacific coast. Address C-781, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





UR new 1932 House Slipper line now ready. 
Several territories open. M. THOMAS & 
SONS, Garfield, N. J. 


SALESMEN 


with following to sell for old established 
manufacturing concern, complete line of 
hard and soft sole house slippers, also 
attractive line of beach sandals. To 
carry line either exclusively or as side 
line on a straight commission basis. Now 
computing many open territories; advise 
at once designating exact territory cover- 
ed, giving full particulars and reference. 
Particularly interested in resident man 
for Chicago and neighboring territory. 
Address C-782, care Boot Shoe 
Recorder, 239 West 39th Street, New 
York, » a 











SALESMEN wanted to carry a complete line 
of quality work shoes and high tops. 1 
established line with popular prices. Straight 
commission basis ONLY. Plenty of good ter- 
ritory open. Address C-719, care Boot & Shoe 
Recorder, 209 South State St., Chicago, Illinois. 





EXPERIENCED SALESMEN, to act as 
manufacturer’s agents for well established 
line. Strictly commission basis. Reference 
required. When applying, state road selling 
experience. Address C-779, care Boot & Shoe 
ae nel 239 West 39th Street, New York, 





W ANTED—Salesman, experienced in selling 

men’s and boys’ shoes. Willing to invest 
small amount in business, a real opportunity. 
Address C-780, care Boot & Shoe Recorder, 
209 South State Street, Chicago, IIl. 





ALESMEN—Full line of juvenile shoes, all 
territories: KIMMEL & MARBACH SHOE 
CO., 138 West Broadway, New York City. 


ESTABLISHED LINE men’s medium priced 
shoes available to successful salesman 
southern states who can handle as side line. 
Address C-769, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





TRAVELING SHOE SALESMEN catering to 
women’s novelty shoes to handle a complete 
and fast selling line of shoe buckles as a side 
line. 20% straight commission. Outside of 

. Y. C. only. State references in first letter. 
Address C-770, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SALESMAN, to carry well known line of 
ladies’ fine turns for Southern territory. 
COMMISSION BASIS ONLY. Must have 
good following: Highest references required. 
No objection to handling side line which is not 
conflicting. Address C-790, care Boot & Shoe 
penener, 239 West 39th Street, New York, 





SEVERAL good openings for experienced sales- 
men to sell our NOVELO In-Stock line re- 
tailing at $1.95. This line is made up of a 
complete variety of fast styled Novelty shoes 
and can be carried exclusively or with non- 
conflicting line. IL OIS, LOUISIANA, 
FLORIDA, CAROLINAS, OREGON and 
WASHINGTON, ARIZONA and New MEX- 
ICO, and other desirable territories open. 
Strictly commission basis. State age and ex- 
perience when applying. SHU-STILES, Inc., 
1330 Washington Ave., St. Louis, Mo. 





FOR RENT 





SHOE department for rent; Southern city of 
thirty-five thousand; all fixtures complete; 
no stock to sell. Address C-785, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





word of the address should be 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&@ Advertisements for this page must be in our New York office on Friday of the week preceding publicatien. Wa 


In all other cases each 
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POSITION WANTED 


FOR SALE 


MERCHANTS’ NEEDS 





A CAPABLE man, 25 years old, with 11 years 
of shoe experience is looking for a chance 
to demonstrate his ability as a manager or 
buyer in an aggressive shoe store or depart- 
ment. Will go ee 5? but Ohio or Penn- 
sylvania preferred. ICHOLAS SIMIONE, 
352 Calvin St., Youngstown, Ohio. 





POSITION WANTED—As office manager or 
salesman with ladies’ shoe manufacturer. 
Married, 27 years (age), (7) seven years’ ex- 
rience both inside and outside with several 
lr rge manufacturers. Know shoe business thor- 
war pable, quan executive ability. 
Best references. Own car. Address A . 
Goldin, 1518 E. 7th St., Brooklyn, N. Y. C 





MANAGER-SALESMAN. Prefer ladies’ re- 
tail organization. 15 years 5th Ave. ex- 
perience. Best of references. Address C-791, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, ‘-Y. 





ANAGER, Buyer, Window Dresser, Shoes, 

Men’s Furnishing, Clothing, 20 years’ ex- 
perience, wants to locate in Y. or Eastern 
States. Running Sales my Specialty. Address 
C-787, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ANAGER, Shoe Store, consider straight per- 
centage and pay part of expenses. F. 
CLELLAND, 1168 Lincoln, Evansville, Ind. 





MANAGER of family shoe stores and depart- 
ments, experienced in buying, window 
trimming, advertising and modern retailing 
methods, wants work. Thirty-three years old, 
and capable of handling every phase of the 
business. Address C-783, care Boot & Shoe 
eo 239 West 39th Street, New York, 





LINE WANTED 


SIDE LINE WANTED, for my volume buy- 
ing trade in Texas and Louisiana—case lots. 
Don’t answer unless you have the real shoes 
and prices. Address C-771, care Boot & Shoe 
ee 239 West 39th Street, New York, 








GALESMAN~— Large following with chain shoe, 
haberdashery. and department stores in 
New York and out-of- -town, desires: popular 
line of men’s and women’s slippers. Address 
C-789, care Boot & Shoe see 239 West 
39th Street, New York, N. 





EN’S, women’s or children’s shoes for 

Greater New York and vicinity. Seventeen 
years selling in this territory. Own car. Ad- 
dress C-784, care Boot & Shoe Recorder, 239 
West 39th Stret, New York, N. Y. 








William A. Brown Dies 


Newark, N. J.—William A. Brown, 
vice-president of the James A. Banister 
Co., of Newark, died suddenly Tuesday 
night at his home, 65 Fullerton Avenue, 
Montclair. He leaves his wife and one 
daughter. The funeral was held Fri- 
day from 116 Clinton Avenue, Newark. 


FOR SALE—Beautiful modern shoe store, 
sectional fixtures, with carpet, chairs, in- 
side show case, wrapping counter and cash 
register, built-in mirrors. Cost $4,000 to in- 
stall. Will sell at low price to quick buyer. 
Address C-788, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


S HOE FACTORY property in ideal town ~ 
shoe manufacturer to make money, best of 
experienced labor, low wages. This De coal is 
practically community owned and if you can 
employ good amount of labor you can get a real 








bargain. O. H. WATTS, Committee, Millers- 
burg, Pa. 
WANTED TO PURCHASE 





WANTED FAMILY SHOE STORE, carry- 
ing medium priced line. Within 150 miles 
from New York City. Address C-786, care 
Boot Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 








We will pay the best price Ser 
your surplus or entire stocks of 


general -merchandise or ‘departarent 
stores. ses assumed. 

Phone - Write : 

All matters strictly confidential. 


I, SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5992 Est. 1880 








Everything for 


Artifiela Fare Vases, : ee Fixtures, 

Paintings, Setti LA posers 

P. ders, Ribbe 8 

puting Folls, Bd. 9 Vaianes, a. Dragin usterion 

gr Grass Mats. for Faney P: let. Price 
el 


DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 























New Line of Men’s Shoes 


Brockton, Mass.—Their initial ef- 
fort on women’s Air-O-Pedics having 
brought in results beyond expectations, 
the W. L. Douglas Company is about 
to announce the creation of a new men’s 
Air-O-Pedic shoe to retail at $7 per 
pair. 

The new line will include all the 
features that have made the women’s 
line such a success, including special 
last measurements, patented cushion 
heel seat and metatarsal arch support. 
Twenty styles will be carried in stock 
on the new line, according to advanced 
reports. 








Double .. 


Free Garage 





C7LNEWYORK 
the Beautiful New- 
eee HOTEL ease 


PLYMOUTH 


Single ......... $2.50, $3.00, $3.50 
ceeeee $4.00, $4.50, $5.00 


All rooms with bath, shower, cir- 
culating ice water and radio. Con- 
venient to Business, Shopping and Theatre Districts. 
S. J. MITCHELL, Mgr. 
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NEW MODERNISTIC 
TICKET 


With or without “SALE” im- 
print. 


Carried In-Stock 


Any assortment desired. 
Samples on request. 





Coral background, orange and black trim, 
black printing. 


PRICE: With “SALBR”’ — 
6 dozw..... $0.85 cccccccccccece 

12 doz.. 1.50 wcccccccccccces S38 
24 doz.. 3.75 cccccccccccccce 4.00 


Blank tickets—same prices. 
Celluloid Profit Chart (Pocket Sice)—FREB 
—with order of 24 dozen. 


In-Stock—37 ‘‘SALE!”’ denominations. 
In-Stock—93 denominations with design only. 
15c. per dozen additional for odd-price tickets 
ordered and not in stock. 


(Check with Order, Please) 
Merchant’s Service Dept. 


Boot and Shoe Recorder 
209 So. State St., Chicago, IIl. 
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LAWRENCE LEATHERS 






A fe LAWRENCE LEATHER Co. 


BOSTON: PEABODY: NEW YORK: CHICAGO «ST LOUIS 
PHILADELPHIA: GLOVERSVILLE 
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Right Fitting Brings ’Em Back 
[CONTINUED FROM PAGE 17] 


what is best for me.” Confidence like 
that is hard earned and always well 
deserved. It is never violated. 

The unfortunate thing is that there 
are so many salespeople employed in 
corrective shoe stores who have never 
been trained or instructed in the fitting 


of the feet correctly; and the employer - 


who engages such salespeople even- 
tually will find out his mistake. One 


would welcome the day when a law is | 


enacted that fitters employed in correc- 
tive or orthopedic shoe stores must 
pass a rigid test before being allowed 
to handle suffering humanity. 

The following pointers regarding the 
fitting of the corrective shoe customer 
should prove helpful: 

1. In every case, ask your customer 
to stand erect while being measured. 
It will give you a good opportunity to 
note the condition of the longitudinal 
arch, also the spreading of the forepart 


of the foot. Always measure both feet. © 


2. While the shoes are off is an ex- 
cellent time to examine them before 
starting fitting operations. Some very 
interesting characteristics of the pecu- 
liarities of the feet may be had from 
this study. It is an opportune time to 
lay the foundation of getting the cus- 
tomer to wear the right size and to 
start building genuine confidence. 

8. In the case of weak ankles or ro- 
tating heels, avoid high heels. The 
broader the heel base the better results 
in walking. ° 

4, People’s feet vary like their faces. 
It is therefore very essential that the 
fitter should know every last on .which 
the shoes are made and be able fo 
judge the right last for the various 
types of feet that come in a day’s 
travel. ae 

5. Last but not least: Be very par- 
ticular to see that the balance of the 
foot rests in the proper position and 
be sure that the smaller toes are not 
crowded. The foot should lie in‘a’ per- 
fectly normal position on the imnersole, 
there must be no pressure whatsoever, 
and even if the customer thinks there is 
too much room, as I have stated before, 
she will be inclined to respect your ™- 
fessional judgment. 
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along the line of “I came in to see. 
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m You can have confidence in shoe laces 
_ backed by 66 years of lace making experi- 


ence—because of the reputation behind them. 


m Experience plus modern manufacturing 
equipment and methods mean uniform, 


high quality laces at the lowest prices possible. 


m We can supply you with a quality of 


Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 
cently perfected 


JOSCO FABRIC TIP 


—a small, neat tip~that 
will enter any eyelet with — 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg..Co., Established 1865) 


PROVIDENCE, R. | 


SELLING AGENT a 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


lace suitable for every grade of shoe. 
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RECORDER Subscribers daily ask us where For Your Convenience We List the Aative Sane Shoes: 
to buy certain shoes and ‘many other items Following: Basket ball 
connected with the operation of their stores. ' Baseball 
Following are some of the inquiries received Arch Appilances tenn 
this week. Advertising Mat Service Ca a 

Bath Room Mules Football 

Parties interested in supplying these wants Boys’ : Division: . Fishing 
should address The Inquiry Dept., BOOT & gh grade shoes Gymnasium 
SHOE RECORDER, 239 West 39th St., New a Hunting 
York, N. Y. Dancing shoes Skatin 

High cut shoes Skiing 

In no case will the name and address of Fo veaen d shoes Soccer 

the merchant writing to us be given out. Bookkeeping Systems — 


The RECORDER however will forward all Cash Carrier Systems Rubber Goods 


letters and catalogs promptly to the in- Cash Registers Resident Buyers 
ae ty Division: Store Fronts 





(ROMP RA Ss. 


quirers. Please refer to code identifying grade shoes 
number. Medium grade shoes Store Equipment: 
Popular priced shoes Store seating plans 
Barefoot Sandals Show cases 4 
Dancing shoes Ladders i 
677. Football and baseball shoes. Infants’ moccasins halving i 
’ ; irle’ 9 alances 
679. Women’s and growing girls’ sport Legging ¥ <-lae mochines i 
Foot rests for shine stands H 





shoes to retail at $5.00. Soft oped 


2 2 22222 22 z22z 


. School of shoe designing. 

Arm chairs that do not fasten to 
floor. 

Stock boxes. 

Sheep lined moccasins. 

. Ice skates and shoes. 

X-ray machines. 

. Moire or gros grain sandals—gold 
and silver kid sandals. 

. Men’s shoes to retail at $3.50 and 
$5.00. 

. Women’s hose to retail at 35c. 
(rayon or chardonized). 


oe 8 § S8S8R S28 


. McKays to cost 95c. 
y i high grade hand turn dress 













N 691. ome turned footwear to retail at 
$5.00. 


N 692. Black moire regent pumps. 

N 693. Used merry-go-rounds for children’s 
department. 

N 694. Low price line of boys shoes. 

N 695. Low priced men’s and women’s rid- 
ing boots. 

N 696. Arch appliances. 

N 697. Chiropody schools. 

N 698. Foot measuring devices. 

N 699. Stock keeping systems. 

N 700. Vamp rollers. 

N 701. Orthopedic shoes. 





Chiropody Schools 

Dye Manufacturers 

Foot Measuring Devices 
Handbags to Match Footwear 


Hosiery: State Grade 
Children’s 
Men’s 
Women’s 
Labels: 
Carton 
Woven 
Lighting: 
interior 
Windows 


Men’s Division: 
High grade shoes 
Medium grade shoes 
Popular priced shoes 
Army shoes 


High cut shoes 
Moccasins 

Safety shoes 
White canvas shoes 
Work shoes 


Dancing 


Tap dancing 
Wool 


Fitting stools 
Mirrors 


Shoe Laces 
Stock Keeping Systems 
Souganives 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets . 
Shoe Dressings and Dyes 
Shoe Ornaments 
Shoe Trees 
Spats 
Vamp Rollers and Stretchers 
Women’s Division: 


Dan — Ta 

cing Russian boots 
Dancing sandals 

Camping boots 


Riding boots 
Sport moccasins 


High grade: 
Dress 
Orthopedic 
Sport 

Medium grade: 

8s 
Orthopedic 

Sport 
Porgy | Priced 


Sritteatic 
Sport 











































N 702. Shoe dressings and dyes. 
N 703. Souvenirs. ne 
N 704. Dolls shoes. N 713. Carton labels. “id 
N 705. Party slippers to retail at $4.00. N 714. Window backgrounds. a : 
N 706. Popular Priced ladies’ dress and N 715. New York resident buyer. Display art panels : 
orthopedic shoes. N 716. Women’s kid operas costing $2.00. Floral decorations : 
N 707. Ladies’ novelties to retail at $2.00 N 717. Snappy line of $150, shoes retailing weGectors 
and $3.00 from $5, 50 to $7 Di mr Fn woah rr 
.00. spla, ures, 
N 708. on white linen shoes at N 718. Wooden stands = ‘children’s shoes Price tickets ‘cenid 
’ .00. (novel Ow card service 3 
N 709. Show cases. N 719. Shoe cabinets. : U 
? ay — wae. N 720. Price tickets. ; Manufacturers who have merchandise or equip- 4 . 
. Display fixtures. — : N 721. Women’s mesh hose to retail at ment not listed above are requested to advise thie 4 
N 712. Popular priced ladies’ sport shoes. $1.00 and $1.25. department. 
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COMFORT 










ELASTIC Box Toes give your customers 
real toe comfort. There is no sharp edge 
line and no loose or wrinkled linings to cause 
discomfort pecause Celastic thoroughly im- 
pregnates the lining and doubler, fusing the 


THE QUALITY upper into one piece. The comfort and style 
of Celastic-equipped shoes will be especiall 
BOX TOE ee ed 


appreciated by travelers who know the value 


GC of ease and appearance in footwear. 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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MOCCASIN 
TYP E Tan rv -" Blucher wr i 














Tan Elk Moccasin Blucher Welt 


1643 3 to 5 C to E....$1.70 vv WwW Smoked Elk Moceasin Blucher Oxford 


2343 5% to 8 B to E.... 2.05 2668 44 to 8 B to E....$1.90 
3643 Hg to 12 B to E.... 2.50 3668 8% to 12 B to E...°2'30 
4668 12% to 3 B to E.... 2.85 


Customers who have not used moccasin type patterns have watched 
success in other cities with this form of footwear and are now in- 
cluding these Edwards numbers in their stocks. 


Made in the inimitable Edwards way, they answer every ideal for 
a children’s shoe—comfort, flexibility, good looks and long wear. 


Made in white elk they are especially handsome and, although this 
leather is not in our stock lines, they are well worth ordering. 


ewe ne ee 
IWVLIA LLL LS 
314-322 N. 12th St. 
J. Edwards & Co. bi PHILADELPHIA, PA. 
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